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1. Frink Window Lighting in Mexico 
ee susceptible of 
adjustment to ° e 2 
three different sized Flexible - - - Efficient - - - Economical 
lamps. This adjust- 
ment is made in- 
stantly because of 
the collapsible neck. 
No special - holders 
are required. The 
reflectors fit the standard 3% inch 
holders used everywhere. Color 
screens can be attached without extra 
clamps, hooks, etc. Described in our 
Cireular No. 77. 





MULTILITE 

A continuous reflector using’ units 
built on the Silverlite principle, 
adaptable to from 60 watt to 200 watt 
lamps. Multilite reflectors come in 
units of two to ten individual re- 
flectors. They are wired and ready 
to install, eliminating costs of indi- 
vidual outlets. The unit construction 
gives far greater flexibility of light A 

and color control and results in El Correo Frances, Dry Goods Store, Mexico City 

neater, more-economical illumination. There are three outstanding features to Frink window lighting equipment that no matter where 
Described in our Circular No. 79-B. your store is, no matter what its size is, you will find vitally affects its profits. 


1. FLEXIBILITY—Either Silverlite, Multilite or Spot-O-Flod are designed to operate in 

SPOT-O-FLOD any size window. Because they are interchangeable they are easy to install and 
A combination spot just as easy to move or relocate. 
and flood light per- 2, EFFICIENCY—The Silverlite principle of reflection is acknowledged to be the most 
mitting of instant ad- efficient yet devised. Into each Frink product is built the concentrated efficiency 
justment, without the of three generations of specialization in window illumination. 
use of tools to any 3. ECONOMY—Silverlite—Multilite and Spot-O-Flod are built to last. They will give 
angle. The beam is perfect and efficient service for years. They consume a minimum of current and 
controlled from a spot give a maximum of light. 


of 24 inches to flood 
of ten feet at a dis- Complete details on request. ‘ 


tance of ten feet. S 

Color frame and { h F nk Cc In : 
screens come with © re On, Cs 2. 
each unit and permit of individual 


color spot or flood of entire window. 235 Tenth Avenue, New York 
eT eee Branches in Principal Cities 

















ig 




















Es Sane MET Teco: MAREE Tae 


A Distinctly New and Different Type of Display Mannequin--- 
“.Nlannequins en Deux” 


See Them at Our Showrooms or Write for Attractive 
Illustrated Brochure, Showing the New Idea in Tzun 
Mannequins for Display.: 


J. R. PALMENBERG’S SONS, Inc. 


Forms, Fixtures and Wax Figures 


1412 Broadway at 39th Street, New York 
CHICAGO BOSTON 
204 W. Jackson Blvd. 26 Kingston Street 


SAN FRANCISCO 
11 First Street 
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IN THIS ISSUE 


Spring openings are just around 
the corner and the alert designer 
is already planning the character 
of decorations that are to feature 
openings displays. To aid hinrin 
this work, the February DIS- 
PLAY WORLD brims with ideas 
and illustrations for opening win- 
dows and events. “And Now 
Comes the Spring Opening,” by 
Charles R. Rogers; “Mirroring a 
Style Show in Display,” by A. 
W. Coates; “Plans for the Spring 
Style Show”; “An Idea for. a 
Spring Style Event,” by Albert 
M. Jones, and “Windows at Best 
During Springtime,” by Abraham 
Cohen, cover various phases of 
the season’s most interesting mer- 
cantile phenomenon. 


What New York and Chicago 
display managers are accomplish- 
ing, and the display vogues fa- 
vored in the two great marts, are 
discussed ably by Coleman W. 
McCampbell in “With the New 
York Displaymen,” and J. Dun- 
can Williams in. the “Chicago 
Monthly Display Review.” 


Clothing men will find extra- 
ordinary interest in “Announcing 
a New Line of Hats,” by A. C. 
Raining, and in “Do Your Cloth- 
ing Trims Advertise ?” 


Shoes, hardware, furniture and 
public utility windows are given 
attention in a group of articles 
covering late developments in 
these fields. Particularly good 
in its analysis of merchandising 
is H. FE. Murphy’s “Hardware 
Dealers Must Quicken Pace.” 


C. H. Fadem contributes an- 
other interesting discussion of 
factors affecting advertisers’ dis- 
plays. In “Seven Dollars From 
Ten Days’ Display” he reveals a 
new menace to ,the advertiser. 


Lloyd R. Cady has won forty- 
two display prizes in two years, 
although employed in a small 
store ina city of four thousand. 
How he does it and his concep- 
tion of the small town display- 
man’s opportunities are set out 
in “Winning Contests With Vil- 
lage Trims.” National adver- 
tisers, display service men, dis- 
play clubs and convention deco- 
ration receive attention in. sepa- 
rate departments. The Store 
Equipment Digest mirrors a de- 
parture in store planning in the 
article, “French Structure to 
House Apparel.” 
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Just A Frame For A Huge Poster? 


IGS is pigs,’ said Ellis Parker Butler, 

and then proceeded to show the fickle 

nature of the plump porkers. If a 

humorist of equal powers had essayed a 

few pungent paragraphs upon “Adver- 

tising is Advertising,” he could have extracted almost 
as much fun from his venture. 

The advertising agency of ordinary mould, called 
upon to produce display material, is usually in as 
embarrassing a position as a well scrubbed pig at a 
country fair. To the latter’s porcine mind the task 
of looking pretty is a heart-rending restraint. Such 
an illustration brooks no comparisons, but it cannot 
be denied that the advertising man, commissioned to 
prepare “dealer helps,” finds his task disconcerting. 

With copy and layout he is familiar, but what shall 
he do with this strange hybrid? Not magazine space, 
not a poster, is is an anomaly that stumps him. But it 
bears resemblance to the poster, and consequently is 
usually treated as such. 

When the Fifth District of the International Ad- 
vertising Association held its .convention at Grand 
Rapids on January 23 and 24, the advertising men 
who arranged it took recognition of their clientele’s 
interest in window display by arranging a departmen- 
tal for the.concluding afternoon of their sessions. 
But if their employers were interested, the advertising 
men were not, for only one lonely advertising assis- 
tant attended the meeting. And to the scanty atten- 
dance of this gathering the chairman expounded the 
value of window display as “a twenty-four sheet pos- 
ter on a window billboard.” “A twenty-four sheet 
poster six blocks from your dealer’s store,” he 
declared, “will cost you three hundred times its over- 
head and yet with the window display you have a 


means of saying, ‘Here is the product and here is 
your chance to buy it’.” 

No fault can be found with his conclusions but 
his analogy is scarcely conceivable. No merchant 
with ordinary gumption would cover his windows 
with a billboard nor permit any one else to use them 
for that purpose. The duty of the poster is to adver- 
tise, or to render the mind of the viewer receptive; 
the rdle of the window is to sell. In sales parlance, 
the poster is the “approach”; the window the “close.” 

A merchant who understands the values of his 
display space will not turn over his windows to dis- 
play material, which merely echoes magazine and out- 
door advertising. He seeks material which will make 
the passer want what he has on his shelves. If the 
commodity is well-known, the reminder values of the 
display, linking his store with advertising, may at 
times be profitable. But druggists and grocerymen 
often complain that the material given them does not 
affect their trade, and that they use it simply because 
they have no other means of decorating their win- 
dows. 

Plenty of displays are produced each year in utter 
contempt of window dimensions, and fail flatly be- 
cause of this defect in preparation. The advertising 
writer and layout man are acquainted with the prob- 
lems of length and breadth, but forget that the win- 
dow display wins or loses by its accent upon depth 
and elevation. Successful displaying calls for gradual 
ascent of goods and material from the floor so that 
the passer at a distance may be attracted. 

If the final punch that converts mild interest into 
sales is advertising, then display may properly he 
classified as advertising. But in no other way does it 

(Continued on page 71) 
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Here is an economical so- 
lution of your Display 
Window lighting problem. 
Guaranteed for a lifetime 
against rust, tarnishing, 
peeling or discoloration of 
the reflecting surface. 
Scientific elimination of 
light circles and proper 
ventilation to prevent over- 
heating have made this 
light ideal. 


This light and our com- 
plete line of new Spring 
decoratives are now on dis- 
play in our showrooms. 
Be sure to see them when 
you are in Chicago. You 
will be extended every 
courtesy and our Service 
Department will be glad to 
help you work out any 
special decorating problem 
you may have. 


C 





a 
> 


-Duco finish in deep blue. 
_YexEquipped with six color 


screens, color frame, cord 
and socket. Bulb not in- 
cluded. Two styles—Flood 
light and Spot light. The 
Flood light is used for a 
spread of light, and the 
Spot for concentration of 
light on one spot or ob- 
ject. Be sure to specify 
which is wanted. 


II 







The 1928 Spring issue of 
our catalog, “The Guide to 
Better Window Displays,” 
has been mailed. In this 
catalog we have incorpo- 
rated the latest in modern 


_ decorating trends. By prop- 


erly using the decoratives 
shown you are assured of 
effective displays. If your 
copy did not arrive, let us 
know, and we will gladly 
forward another. 





The Adler-Jones Co. css watsse 
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Forecast of 1928 Seeaing: ‘Stytse_Moterniat Display Installed Last Fall by H. H. Tarrasch, Stix-Baer & Fuller, St. Louis 


And Now Comes the Spring Opening 


Mercantile Centers Preparing for Adz xigint of New Season Lay Plans 
for Windows and Shoms— hoger Art Influence to Be Noted 


By CHARLES Rs ROGERS 


mi 
BY 


INGERING winter may keep an icy grip 
upon the landscape, but her departure is 
not far off, and, while the days grow 
longer and the frugal furnace  stoker 
‘speculates nightly upon how much more 

coal he will need to carry him through to the end 
of the season, balmy spring is approaching and men 
and women’s apparel stores prepare for her advent. 
Spring openings have already been held, and, in 
the course of the next three weeks, they will follow 
one another with the rapidity of machine-gun fire. 
From Maine to California and from the Ga@at Lakes 
to the Gulf, enterprising merchants will garb heir 
windows in the warm colors of springtime and 
brighten the streets of their home citiés with spec- 
tacular showings of ready-to-wear goods, fabrics, and 
all the kindred requirements of the coming season. 
In many cities, and especially in those of less than 
100,000 population, the celebration will take the*form 
of a Window Night, when the principal stores. will 
simultaneously unveil miles of interesting showings. 
In other communities parades of mannequins, will 
usher in the spring in style shows portraying ,the 
newest and brightest in appealing creations. “But 
whether by Window Night or Style Show, or by the 
more frequent medium of the simple opening win- 
cows installed in the individual stores, spring openings 
will be among the most important and most conse- 
(uential merchandising developments of the next few 
weeks. , 
Careful planning should precede them, careful 


analysis of the method ‘used in previous openings, 
careful weighing of the ideas used by other mer- 
chants. Comparison, though odious, still offers a 
means for protection. Let us see what the last few 
years offer in suggestions. 

Logically, it can be expected that there will be 
some difference between the displays that.awill be in- 


stalled in 1928 and those of the past few years. The 


elaborate bowers, arches, fabric decorations and the 
gorgeous background paintings of previous years 


“may be conceived as a bit too elaborate to compose 


with the simplicity which is a characteristic of modern 
art. This new style of decoration has swept forward 
rapidly in the last few months as merchants have 
turned toward New York for new display ideas. Fos- 
tered and embellished by European artists who have 
flocked to New York since the war, it has spread by 
degrees until it has permeated the great buying areas 
of the midwest and Pacific coast. 

But despite the changing character of contem- 


' porary display, the mechanics of earlier openings, the 


general trend of their decoration and the color 
schemes employed in them offer suggestions for 1928 
productions, no matter how dissimilar their develop- 
ment. : 

Turning back to the elaborate spring show staged 
at Portland, Ore., in 1925, we find among the out- 
standing creations of opening time a huge semi-cir- 
cular centerpiece surmounting a pyramidal platform 
flanked by sphinxes which served as a background 
for a showing of millinery and frocks; a bower of 
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FORESHADOWING 1928 
SPRING OPENING 
TRENDS 


So swift has been the advance of 

modernism that it may dominate 

spring opening displays. The 

group of European modern art 

windows shown here is offered to 

afford ideas to designers exploit- 
ing the vogue. 


Drape by F. Mollering, 
Groningen, Holland. 





Ready-to-Wear Trim by 
G. Janacek, Dresden, Germany. 





Drape by A. Beckert, 
H. Grieder & Co., Zurich, 
Switzerland. 
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Harps and Shamrocks 
Merged into a Green and 
White Background in a 
St. Patrick’s Day Trim 
by Leo. A. Ball, 
Meyer-Lindorf Co., 
LaPorte, Ind. 




















flowers woven round an arched gateway of intricate 
grill work in which a pair of white storks were posed ; 
a night regatta with swan floats in feathered cover- 
ings gliding along beneath the soft lights of great 
Japanese lanterns; archways and portals elaborated 
with cut-out representations of wrought iron gates, 
and black fabric backgrounds bringing up the bril- 
liance of the settings, and gorgeous floorings of mar- 
belized tile. 

The first prize in the department store class was 
won by Meier & Frank, whose windows, designed by 
Malcolm J. B. Tennant, display manager for the store, 
were declared by the judges to be the most beautiful 
ever shown in the Pacific northwest. Black satin was 
the background in every window, and much of the 
effect was gained by theatrical lighting. One win- 
dow which showed great skill and caused much favor- 
able comment was the children’s display. In this a 
pure white swan, made from white leaves, drew a 
white float across a crystal lake. The swan was driven 
by a doll holding pink and white ribbon reins, while 
two children, one in white and one in pink, looked on. 

Winners of the specialty shop prize were Fran- 
cines, whose main display showed the old-time well 
in the garden and three figures seated or standing in 
such natural poses that one almost expected to see 
them move or hear them speak. 

The J. K. Gill Co. produced an Easter window 
which carried off the prize in the book and drug class. 
The background here was a lovely stained glass 
window showing the figure of Christ with a luminous 
halo about his head. 

One store held a style show for two days during 
the opening, offering a showing of beautiful gar- 
ments worn by models chosen from store employees. 
An orchestra furnished music while the girls walked 
along a winding path through the ready-to-wear de- 
partment on the second floor down wide stairs and 
through an improvised doorway attended by red-clad 
footmen. 

The first floor of another establishment was trans- 
formed into an ancient apple orchard with trees in 
full bloom. A beautiful effect was gained by the use 
of real apple trees and crepe paper blossoms. 

Chicago opening windows brought out a galaxy 
of fine displays replete with novelties. At Mandel’s, 
the background settings were representative of the 
inner court, or patio, of an ancient Spanish castle. 
[he decorative motif was taken from the Alhambra 


































and was carried out in early Moroccan style. Stucco 
walls of pinkish tone, aged in appearance, backed with 
blue velvet, Spanish tile porch effect, columns and 
arches completed the effects. A scenic painting of 
a Moroccan village, done in colors of blue, gray and 
pink, just back of a large center arch supported by 
triple columns, added an extra tone of atmosphere. 

At Marshall Field’s, triple-arched entrances backed 
by fabric hangings, served as the centerpieces for the 
elaborate showings. Cutout decorative devices re- 
sembling trees flanked these on either side, while 
boxwood trees, done in dark blue and augmented with 
celluloid ovals in black, blue and yellow, gave the 
proper floral effect. The odd-shaped ornamental 
columns were equally odd in color treatment. The 
center shaft was painted in a flat shade of gray with 
lavender tint. The side wings were finished in dif- 
ferent shades, one side with a green ground and the 
other in blue, with floral designs painted on both sides 
in pastel shades. 

At The Fair, decorative centerpieces consisted of 
circular tiers of spring flowers and ferns. These were 
posed before fabric hangings. 

In 1926, Field’s abandoned the uniform backs and 
burst forth in a long array of unlike backgrounds. 
Here were flat coverings in loose woven silk of gray 
and lavender mixture. Supplementing a beautiful rug 
hanging, in the center of one background was a dark 
red curtain. The wainscoting within the arch was 
done with 12-inch tile blocks with mottle finish in 
colorings of gold, green, tan, light and dark blues. 

Further along State Street was a section of five 
large windows in which two unlike types of back- 
ground decoration had been artfully blended. Each 
contrasted with, but harmonized with the other. One 
window had a background design composed of three 
panels of different dimensions, made of six inch 
squares of Mother of Pearl. The base of the back- 
ground was flat, covered with a grain silk with 
striped pattern in graduated shades of white, light 
and dark blue and a tinge of lavender. A pear-shaped 
mirror with silver. frame shown against the central 
panel was a conspicuous decorative effect of one win- 
dow, as was a console table with supports of silver 
scroll and a pink marble top. 

One of the windows in this section contained a 
scenic painting back of the arch presenting a summer 
landscape in futuristic style with brilliant blues, 
black, browns, gold, silver, purple, lavender and pink. 
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At The Fair the backgrounds showed paneled murals in 
landscapes of rich deep colors. The panels were framed by 
ornamental pilasters at either side with marble bases at the 
bottom, whose ornamental scroll work was finished in poly- 
chrome. A reclining figure, posed on a chaise lounge, caused 
a jam of spectators around a lingerie window. 


At Mandel’s, in the center of the background were two 
steps of pink onyx marble with a bit of base board of the 
same material extending about three feet to either side. Just 
back of the step was an arched mirror relieved by green 
glazed foliage with flowers of red and pink trailing down 
its sides toward the floor. The entire background surface 
had flat coverings of green painted in varying shades. Over 
this the main background design consisting of ornamental 
framework and continuous grill work finished in gold over 
red giving a pink tone to the gold had been set. 


The curtains were drawn for a week previous to the 
1927 opening at Marshall Field’s in order that the usual 
background settings could be installed. The window at the 
corner of Wabash Avenue and Randolph seemed to be the 
outstanding one of the spring series in point of attraction. 
It was a huge thing to begin with and the decorative scheme 
was carried out in a grand manner. The decorative scheme 
suggested a garden setting with stone floor and steps as a 
base. Green hedges made of ruscus in high wall effects 
formed the main part of the background. These were made 
more realistic and colorful through the -addition of holly- 
hocks, rambler roses and other colorful garden. flowers gen- 
erously but artfully used. A scenic painting representative 
of.a mountain side relieved by extending the perspective of 
the background. Imitation grass mats were placed on. the 
floor abutting the background wall upon which a stone bench 
of the garden type was set. A huge, oval-shaped urn was 
set upon one of the hedge walls with ivy vines trailing down 
its sides and dagger palm plants at the top of the urn. Four 
pieces of wrought iron garden furniture,a stone bench and 


a bird bath were the items of garden furniture displayed 


The space near the corner pilaster inside the window was 


made attractive by using it for a great bed of spring and... 


summer flowers of various kinds, colors and sizes, from the 
tall hollyhocks down to kinds that grow close to the ground. 


Several other windows flanked this more pretentious cor- 
ner, in which gayly colored sun porch and garden furniture 
was featured. 


The large window at the corner of Washington and State 
Streets was symbolic of an exterior night view. The stucco 
wall was tinted in pale green, amber, gray and pale blue tones. 
The floor was in imitation of stone tile of irregular design, 
done in tones of gray. The background was of dark blue, 
representative of a night sky. The ornamental work over the 
arch doorway was of wooden strips painted in pink rose and 
gold. The series of circular designs extending from the ceil- 
ing downward were done principally in gold, with outlines 
of lavender and blue with touches of green and vermilion. 
The flowers trailing upward from the urn on the floor at the 
right end of the window were in pink wisteria and blue 
foliage. The garden benches were specially designed to fit 
in with the general treatment. 


Other windows along State Street were simple in general 
effect, but interesting withal. The backgrounds were flat- 
cavered with a fabric in two tones of light tan with small 
one-half inch square self-designs. In the center,’of the back- 
ground wall there was an oval arch design framed in painted 
wooden strips and flanked ,at the sides wit similar strips 
augmented by circular ornaments and medallions. At each 
end of the window a similar oval-shaped opening of less 


elaborate design balanced the decorative treatment of the’ 
whole window. The color scheme for each window consisted’ 


of two or more pastel shades with gold. These colors were 
applied to the strips forming the oval design in the’.pback-. 
ground, and were also used along the baseboard as well as 
the cornice frame at the very tops of the window back- 
grounds. The floors were of darkest blue carpet and the 
draperies back of the oval openings were of black sateen 
or similar fabric hung in irregular folds from the top. The 
furniture used in the several State Street windows consisted 
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of tables and chairs of special design, the back of which 
were of a carved ornamental design finished in gold. The 
flat seats were covered with satin of a suitable shade, and the 
legs and framework were finished in various pastel shades, 
such as rose, orchid, blue and green, according to the color 
scheme used in the background treatment. 

The windows at The Fair were particularly interesting 
and effective. The backgrounds were new in effect, the prin- 
cipal feature being a series of oil paintings done in soft 
colorings and depicting styles and subjects of bygone days. 
Each picture was done on a canvas of about four by six 
feet in panel shape, framed in an arch design panel, which 
was a part of the main window background. The effect was 
as though one were looking out through a door’to the painted 
scene beyond. The picture panels were placed in the center 
of plain stucco panels relieved at both sides by ornamental 
pilasters. Beyond this, on either side of the background wall, 
was a panel of gray stucco over which were latticed squares 
painted in pale green. In each corner of these panels was a 
conventional design ‘of ruscus tree painted in shades of green 
(at the bottom) and light blue at the tops. A cut-out in the 
ruscus design showed some natural tree branches, which 
added to the general effect. The baseboards were of imita- 
tion marble and the floors were done in taupe and dark blue 
carpets. Blue, green and cerise gelatine masks were used 
over the lighting reflectors, giving a hazy purplish night 
effect to the windows. Two white floodlights supplied the 
necessary white light. 

The other windows of this store, those along Adams Street 
to Dearborn, and up Dearborn for half a block, showed a 
similar “trade-up” movement. 


: Displays At Ohio Clothiers’ Meet 


“Dummy” Windows Play Important Part in Con- 
vention—Columbus Clubmen Get Workout. 





HIO clothiers meeting on January 23 were not in- 
clined to overlook window advertising, and their 
officials found means of serving both-retailers and 
wholesalers by construction of a stretch of 

“dummy” windows, eight feet long and three feet deep, that 
were used as exhibit space for the manufacturers. 

To trim these displays, a group of ten Columbus display- 
men was recruited by the officers of the Columbus Display 
Men’s Club and given three days of strenuous work. Andrew 
Matzer, Paul Dewitt and W. Arinow, of Lazarus’; E. Fraser 
and James Brischo, of The Union; R. M. Davis, O. Strawn 
and C. Burrell, of Morehouse-Martens; W. Brockington, of 
Katz-Bryce, and E. Edsell, of Bond’s, constituted the shock 
troops who pitched into the task of building the convention 
displays on the Friday evening before the opening day, went 
back to the grind again on Saturday evening, and then turned 
out for a fast and furious Sunday. Working at top speed, 
the volunteers wound up the task of preparation at 10 p.m. 
Sunday, after fourteen hours of continuous exeréior.s 

But labor had its recompense ‘in a group. dinngr and 

“supper” and a lot of good-natured raillery. Dining in a 
private room, the “boys” were able to stage a genéral dis- 
cussion of:their work and the planning of a meéting for the 
election of club officers for the coming year. Representatives 
of display manufacturers who were attending the convention 
were guests, among them ‘beitig Jack Deweese and “Bill” Fin- 
ley? of*the Onli-Wa Companys and Mr. Hillard, of the J. R. 
Palmenberg Sons Co. 

The “dummy” windows were erected by George E. Fern, 
Cincirinati, convention director, and were executed in ivory 
arid. blue stencil designs. Floors were covered in light green 
and .merchandise was displayed with the same care and pre- 
cision lavished upon high-class store trims. The tie displays 
are reported as exceptionally good. Coat forms were used 
in all the men’s clothing booths. There was no crowding, 
and all the clothing was pressed before placement in the 
“windows.” The Onli-Wa Company, Dayton, Ohio, furnished 
standards and fixtures; the Palmenberg Company, coat forms, 
and G. Reising & Company, Chicago, supplied flowers. and 
vases. 
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Mirroring A Style Show In Display 


If It Is Conceded That Windows Are Capital for Advertising 
Merchandise Why Not Use Them to Advertise Your Show? 


By A. W. COATES 


Publicity-Sales Manager, W. W. Mertz Co., Torrington, Conn. 


MIRRORING THE SHOW IN THE WINDOW-—lIn the Top Picture ‘Models in the 

Mertz Show Are Posed Before the Huge “Fashion Book”; in the Center, the Replica 

of the Book as Shown in the Display Appears; in the Base Is a Book Setting Used 
by the House of Siegel, Paris 





RE you planning to 
‘hold a fashion show 
in connection with 
your spring open- 
ing? Perhaps, with 
merchants of your town, you 
will put on an apparel exposi- 
tion at a local theatre, or you 
may decide that it is more prac- 
tical to hold a little show within 
the store. In ‘either event, the 
idea which I am about to outline 
will prove practical in bringing 
public attention to your estab- 
lishment while this spring expo- 
sition of new fashions is in 
progress. 





No matter where the show is 
held, your store wants to reap 
the utmost value from its stag- 
ing, and there are just two 
means by which this can be ac- 
complished. Incidentally, one of 
these is your advertising, and 
the store management will see 
that this gives adequate atten- 
tion to the tie-up between store 
and show. But there is a better 
and more forceful way of. link- 
ing up popular interest directly 
with the store. This is by a spe- 
cial window display that brings 
out this relationship tangibly 
and favorably. 

I used the idea last fall in 
connection with our autumn 
fashion show, putting on four 
exhibits a day in the store, and 
advertising this through our 
windows with a replica of the 
show setting. Here is the way 
we handled it: 

On the stage we had a large 
black and gold “Book of Fall 
Fashions,” which was illustrated 
with colored lighting effects. 
It was so constructed that the 
models entered through an 
opening in the rear, which 
closed with a black curtain, 
and were let out through the 
cover, which was opened by a 
colored page in full dress suit. 
From this point they prome- 
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The window card which will be used in connec- 
tion with Spring Neckwear Week Contest 
announced by the Associated Men’s Neckwear 
Industries. 






SpringNeckwear Wee 
March 24-31... 











naded across stage and slowly marched down a 40-foot 
runway, which, was brilliantly lighted. 

The book was eight feet high, six feet wide and 
about two feet thick. It was lined with black felt paper, 
while the outside was covered witb gold. The composi- 
tion of the book was wall board on a wood frame. 

Now this was a novel but not exceptional setting. 
It possessed those mechanical features which appealed 
to the crowds and made it possible for. us to avoid the 
stiltedness and awkwardness which often affects a model 
parade. But to get out crowds for the four exhibits, 
which were daily features of the show, required the 
utmost of our advertising and display departments. I 
supervised both organizations, and it is on the work 
of the latter that I want to lay special stress. 

If you were laying out an advertisement and had a 
specific type of merchandise to sell, you would want to 
illustrate it faithfully. Knowledge that superiority of 
the picture over verbal description is unquestioned is 
one of the reasons for the great flare for art in adver- 
tising that is now so noticeable. Doesn’t the same prin- 
ciple affect display? Isn’t it one of the reasons why 
display is so much more powerful as an advertising 
medium than any other device, when used adequately ? 
We thought so, and that is the reason that our displays 
became replicas of the show setting. 


We could. not, of course, put the models on parade 
in the windows: We ‘didn’t intend to do that, but we 
brought an imitation of the huge book which was shown 
on our stage and we placed this in our window. Its 
hugeness and uniqueness had instant effect upon those 
who had not seen our advertising, and it exerted a novel 
appeal on those who had not read our printed publicity 
concerning the show. It made clear to everyone who 
stopped that our show was in progress, and that the 
apparel shown in the window alongside of the book was 
of the same standards as that worn by the models. 


Here those who did not take time to come upstairs 
and see the array of fashions presented to hundreds of 
women were given a glimpse at the same fashions. But 
if their curiosity, piqued by this big display book,. was 
not satisfied by a mere glance at the window; if, stand- 
ing there, they decided that they had time to “run in” 
and view this spectacle that we had shaped for them, 
our advertising was overwhelmingly successful. And 
this is what we expected and what we accomplished. 


On Monday, September 26, we put on four shows, 
two in the afternoon and two at night, and everyone of 
them was packed to seating capacity. A group of eight 
models demonstrated the beauty and attractiveness of 
the garments, the latest foibles in fashion, and did it 


artistically and pleasingly, to the accompaniment of 
music provided by an array of gifted musicians. For 
the occasion we had recruited two well-known sopranos 
and an accomplished pianist and organist, who provided 
the very necessary musical effect. 

Approximately two hours were required for the 
entire review. The mannequins bore themselves simply 
and were warmly applauded, winning the store the dis- 
tinction of a great event. 





Spring Neckwear Contest Planned 


Manufacturers to Enlist Windowmen in Support of 
Seasonal Trade Drive. 


HE Associated Men’s Neckwear Industries, Inc., 
has decided to re-establish Spring Neckwear Week _ 
as one of the public activities to further stimulate 
the sale of men’s cut silk neckwear, the gross 

volume of which during 1927 was materially greater than in 
any previous post-war year. 

Spring Neckwear Week has been set for the period of 
March 24 to 31, and the organization's seventh annual dis- 
play contest will take place at the same time. One hundred 
thousand window strips in three colors have been ordered, 
and 100,000 announcements of the window contest are also 
on the way. One thousand dollars in prizes will be dis- 
tributed to merchants and displaymen divided into twenty 
prizes. The first prize will be $250, the second $150, and 
there will be six prizes of $50 and twelve prizes of $25 each. 

The rules governing the contest are essentially the same, 
with modifications, as those adopted for the 1927 Fathers’ 
Day contest, and the closing date has been set for April 14. 

In addition to the cash prizes each successful contestant 
will receive an engraved and engrossed certificate of award. 
approximately 814” x11”, designed and executed by Tiffany 
& Company, of New York City, done on Bristol boara stock 
bearing the seal of the association in gold, together with the 
signatures of the president and secretary. It has been demon- 
strated -that many contestants are more eager to secure 
the certificate of award than the cash which their prize 
carries. 

The exact setup of the judges has not been fixed, but it 
is probable that Clement Kieffer, Jr., of Kleinhans Co., Buf- 
falo; H. Frankenthal, of B. Altman & Company, New York 
City; Sidney Ring, of Saks-Fifth Avenue, New York City; 
H. K. Burnam, of The Haberdasher and Clothier, together 
with one other, will serve. 

The judges will meet at the headquarters on a day during 
the week commencing April 23, when they will proceed to 
classify and decide upon the winners in the presence of I. A. 
Ullmann, one of the directors and a member of the Public . 
Activities Committee, who will act as observer for the asso- 
ciation. 


DAYTON SPRING OPENING NOW IN PROGRESS 

Dayton (Ohio) stores affiliated with the local Ready-to- 
Wear Association are staging their spring opening this 
week in a three-day celebration covering February 16, 17 
and 18. All of the store windows were veiled on February 15 
and remain<d closed until six o’clock in the evening, when the 
new spring displays were revealed. ‘ 
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Chicago Monthly Display Review 
Clearance Sales Give Department Stores Opportunity to Show That 
Sale Windows Need Not Be Packed and Crowded 


By J. DUNCAN WILLIAMS 
Special Correspondent, DISPLAY WORLD 


EVER shall I quite forget my first trip to Chi- 
cago. It was somewhere in the “way back 
when” period, right about twenty years ago. 
My experience in window display had just be- 
gun and I had never been in a city larger than 
Dallas, Texas, before. Of course, I had pored 

over the pictures of the great Chicago stores appearing at 
that time in the “Show Window,” the only window display 
journal published at that time. Naturally, I expected much 
of State Street, considered then, as now, the mecca of win- 
dow display. 

I marveled at the interesting and artistic displays in the 
windows of the great department stores, but I was distinctly 
disappointed in the character of displays appearing in the 
smaller shops along this great trade mart. It seemed to me 
that every window on the street should have been up to the 
high standards maintained by the larger stores. I could not 
understand why any store along State Street would tolerate 
window settings comparable in grouping and arrangement 
with those of Paris, Texas. With such good examples of 
high-grade displays all around them, there seemed no excuse 
for mediocre showings utterly lacking in imaginative ideas 
and logical color ensembles. 

After twenty years of observation and study of the win- 
dows along this famous retail street, and while leisurely 
walking up and down there this Sunday morning, taking 
notes for this month's review, actually looking for some in- 
teresting bit of an idea worthy of mention in the windows 
of the smaller shops particularly, I find myself facing the 
same mental query as I did another Sunday morning about 
twenty years ago. 

The larger State Street stores ARE interesting. Their 
displays are always refreshing with new styles properly pre- 
sented, if not always showing something new and different 
in display technique. Nor are these larger stores lacking in 
new ideas of technique, either. There is always something 
new in some of the windows from season to season. There 
is the keenest sort of competition between these larger State 
Street stores in prices, styles, merchandising methods, store 
policy, special events, window displays, in fact, most every 
phase of retailing. The display departments must not fall 
behind in this competition. Hence the better stores have 
capable men in charge of their window departments and they 
have to produce satisfactory results, even though they are 
their own task-masters, so to speak. 

After all, that is the reason why the large stores are 
large; why they are progressive; why they do things well 
and do them right; why they are ahead of the smaller shops, 
and why they stay ahead. 

In the window displays of these larger department stores, 
as well as the men’s shops and the women’s specialty shops 
similarly outstanding, Style, Color and Quality are three 
elements that seem to be brought out clearly, with Price 
featured either secondarily or incidentally. 

In the smaller shops there is the unmistakable evidence 
og making PRICE the first essential, the first appeal, with 
style, quality and color harmony incidental. Because PRICE 
is the dominant thought in the minds of the merchandise 
managers of these smaller shops, they figure that it is also 
first in the mind of the buying public. 

The department stores, being greater organizations with 
more specialized talent within their ranks, have studied the 
minds of the public and planned their modus operandi along 
the lines of least resistance, playing to the public preference 
in the matter of appeals and cashing in on their headwork. 


Perhaps when imagination through observation may have 
penetrated the hard little heads of the small proprietors, they 
will look to the larger and more successful shops for guid- 
ance, particularly in the matter of attracting passersby into 
the store. 

Somehow I got a particular thrill from looking at the 
long stretch of windows of the Boston Store, especially those 
that stretch on Washington Street between Dearborn and 
State Streets. This store has long been noted as a price 
store. Jt has some sort of a special sale going on all the 
time. Nevertheless, this long stretch of windows was par- 
ticularly attractive. No tawdry decorations, no nonsensical 
crowding of merchandise, no garish window cards with 
extravagant claims. Each display was neatly arranged; the 
merchandise seemed to have been handled in a respectful 
manner with the idea of presenting it at its best. The win- 
dows were unit windows—each displaying one line of goods 
with perhaps enough of the related items to make the unit 
complete. 

In the corner window at Dearborn and Washington there 
was a neat display of neckwear with the sets arranged in 
compact little unit groups with a 11x14 card announcing 
the special price with some descriptive copy done with a 
small pen. 

Next to that window was a display of boys two-pants 
suits and overcoats, all of which were featured at $9.85, with 
a small line at the top of the card, reading “Your Money 
Never Bought Better Values.” No comparative prices, no 
wild claims! All the boys’ garments displayed in this win- 
dow had been pressed and were arranged in splendid groups 
with ample space between each. 

Then came a large window featuring three unit groups of 
shirts, each group at a special price, but each shirt featured 
on a display stand with the right color tie to match the pat- 
tern. At $2.79 and $3.79 they looked well worth the money. 

The same type of card, 11 x14 inches, panel shape, light 
orange tint, lettered in black with white border lines, was 
used in all of the windows. 

Among other Boston Store windows along the line that 
were worthy of mention were two windows of ladies’ shoes, 
each of which showed the nicest taste in arrangement and 
handling of merchandise, decorations and related items. 
Hose of the proper shade and with just enough of them to 
help the display of shoes without becoming a hosiery display 
were used. Three or four pairs of gloves were worked in 
along certain shoe and hose combination to suggest the proper 
ensemble. In other words, the displayman showed a knowl- 
edge of style, taste, color valnes, and merchandising sense 
as well. Space forbids detailed mention of several other dis- 
plays quite worthy of mention, 

The displays at Chas. A. Stevens were very simple and 
plain, devoid of anything in the way of springtime deco- 
ratives, notwithstanding the fact that early spring styles were 
displayed in the main sections of these windows. The large 
island window showed a general ‘display of spring coat suits, 
ensemble suits, street dresses with coat and millinery ar- 
ranged alongside or engroup. The styles were crisp and in- 
teresting, as they always are at this store and especially 
during the early part of the season. 

Many stores seem to show the least interesting combina- 
tions in their advance seasonal displays. Stevens’ has always 
been noted for having stunning style combinations in their 
early displays. The interest and animation of women shop- 
pers is further evidence of this contention. 

One of the vestibule displays, consisting of a double sec- 
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January Model Trim 
for Truly Warner 
Hat Stores Designed by 
Louis V. Silver, 
Head Display Manager. 
The Color Scheme 
is Light and Dark Blue. 
“Blue Chinchilla,” 
the Featured Hat, is 
Symbolized by Inclusion 
of an Overcoat. 
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tion, exhibited an attractive display of lingerie and boudoir 
robes, slippers, et al., in varying shades of yellow from canary 
to golden rod. Some of the garments were trimmed with 
silk flowers in colors of pink, blue, pale green and yellow. 

Mandel’s windows along the State Street frontage fea- 
tured fabrics in four interesting trims. The first showed 
four or five different mixed patterns in neutral shades of tan 
with a pair of sand color tan pumps, silk hat of the same 
shade, brown leather bag and brown fox fur neckpiece. The 
window card read, “Featherweight Tweeds—An Ideal Fabric 
for Spring.” 

The next displayed “Kasmirlinda,” a smart spring coating. 
Three simple drapes showed this fabric in tan, blue, gray 
and green shades. A pair of light tan shoes, a light tan 
straw hat with brown silk trim, and a gray tan fox throw 
were used in the center of the window to suggest the finished 
ensemble. 

The third and fouth windows contained color unit groups 
of “Truhu Printed Silks,” the first display featuring this 
fabric in four different patterns in blue. There were two 
with white ground and blue designs, two in blue ground with 
yellow and red floral designs, and a single blue felt hat of 
small shape in the center of the window. The fabrics were 
draped from new wrought metal drape fixtures of hammered 
steel. The other window showed the same fabric and featured 
four different patterns in green. There was a black hat with 
jade ornament, black pumps with rhinestone buckles and 
black patent leather bag, the three items grouped together 
in the front and center of the display suggesting a splendid 
contrasting harmony for the green costume, 

The other half of this double corner window, which fronts 
on Madison Street, held a very interesting and stylish-looking 
group composed of two figures wearing dark navy blue 
ensemble suits, hats of blue straw and felt brim, blue pumps, 
sand tan hose and light chamois gloves. One figure wore an 
all dark blue costume; the other, a silk blouse of red and 
white silk. The black patent leather bag which she carried 
Was trimmed with a red piping. 

At Bedell’s, all of the front windows along the State Street 
sidewalk line were featuring a special sale of dresses. Vari- 
ous unit groups featured different colors, among which were 
blue, peach, blue-and-peach combinations; reds, blacks, red- 
aud-black combinations, yellow and greens. The window 
cards, all of which were dignified by a special card frame 
with the firm’s logotype at the base, read: “Sale! Over 2,000 
New Spring Frocks—at Special Low Pricing—$15.” Spring 


fiver bouquets were in evidence here and there and black. 


icl’ mats were spread on the stone-finish floors: ’ 
The intier arcade windows had no special decorations on 
the backgrounds. 


Perhaps the windows are getting a rest 





before the early spring opening displays are installed. The 
trims stressed various and sundry unit settings of women’s 
costumes, lingerie and furnishings at special clearance prices. 

The Fair had a series of “sale’-—SPECIAL SALE win- 
dows, the Dearborn and Adams corner window being given 
to “Fashion's Frocks—for Spring—$25” in several smart 
colors, including the lighter shades of blue, blacks, and red- 
and-black combinations. Millinery in spring styles and 
colors, as well as other items of ladies’ furnishings, served 
as accessories. The balance of the State Street windows ac- 
cented sale merchandise strongly. 

The windows at The Hub, Henry C. Lytton & Sons, Jack- 
son and State Streets, were largely given over to displays 
of merchandise at clearance prices, although there were two 
small displays of spring hats. Boys’ clothing, men’s robes, 
shirts, neckwear, initial handkerchiefs, gloves and sweaters 
were among the items displayed in neat trims with red, black 
and white sale cards. The double section window on State 
Street, right at the corner, together with twice that amount 
of space on Jackson Boulevard, was devoted to the exclusive 
display of men’s and young men’s suits and overcoats at a 
special “February Clearance’ ‘price. The garments were care- 
fully displayed and certainly did look like good values at 
the price. Three unit displays featured “$50 and $55 Golf 
Suits at $39.50." One other large window, consisting of three 
unit groups, displayed suits and overcoats at reduced prices 
of $44.50. 

The windows of Maurice L. Rothschild were also bristling 
with some very neatly arranged and compelling displays of 
suits and overcoats at $33.50, and said to be worth up to 
$50. There were several sections displaying clothing at this 
price. Here were suits, overcoats and tuxedos. On the Jack- 
son Boulevard side of this store was a series of displays 
showing suits, overcoats and tuxedo suits reduced to $50.50— 
worth up to $90. “G. G. G.” and Hickey-Freeman clothes 
were featured. There was a couple of Kuppenheimer groups, 
too. In between the series of clothing displays, all of which 
were as carefully constructed as if they were Easter open- 
ing displays, were two or three displays of Stetson hats for 
spring. 

Finchley’s, the smart new shop for men on Jackson Boule- 
vard between State and Wabash, continues to show the finest 
sort of men’s apparel in a manner befitting a shop of its 
caliber. On this morning there was a window devoted to a 
display of dress wear, one to apparel for southern wear. a 
business suit ensemble, and. a color trim featuring a green 
silk robe, green house. slippers, green shorts, green and yel- 
low pajamas with green and tan mixed fine lisle hosiery. 
The hose »wasdisplayed on foot forms, of which thefé are 
twelvexin the window. 
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With the New York Displayfhen 


New Vogue for Wooden Fixtures and Settings Noted in Current 
Displays—Mannequins With Backs to Viewer New Technique 


By COLEMAN W. 


McCAMPBELL 


New York Correspondent, DISPLAY WORLD 


N interesting trend in Gotham windows is 
the many uses being made of wood. Sev- 
eral months ago wrought iron and metal 
finish fixtures were at the zenith of favor. 
Now it is wood—for display fixtures, for 

screens, for. shelves, for backgrounds, for built-in 
niches. Indications are that backgrounds of draped 
materials may soon occupy a back seat. 





Take Mr. Biggs, of Stern’s, for instance. In the 
accompanying photograph you will note a neatly con- 
structed unit of four niches wherein are displayed 
Pamela frocks. The unit is built of wooden blocks, 
with the edges tinted a lovely silver green. The in- 
terior of each niche is left in natural finish of the 
wood, which is a very light satin yellow. The result 
is novel and effective. At Lord & Taylor’s, Mr. 
Kirkpatrick has for several 
weeks been using a_ highly 
decorative threefold screen of 
inlaid wood resembling the pat- 
tern of a hardwood floor. Also 
several weeks ago at this store 
a wooden arch or bridge with 
step arrangement was used to 
excellent advantage for a lamp 
display. At night the lamps 
were lighted, making the effect 
even more attractive. 

At Russek’s, this week, their 
large corner window, which is 
triangular in shape, with glass 
fronts on two streets, presents 
a striking picture. Against the 
entire wall is a series of wooden 
niches displaying spring cos- 
tumes in black. These niches 
are painted modernistic shadow 
effect of two tones of spring 
green. The rest of the enor- 
mous window is bare except 
for two isolated islands of ac- 
cessories built around wooden 
squares and cubes which are 
also painted in two tones of 
green. The islands are so 
placed that one is prominent 
from each street. Black velvet 
bags with rhinestone orna- 
ments and smart black and 
white gloves are displayed. 

At Bonwit Teller’s, who have 
only recently awakened to the 
possibilities of their windows, 
wood ornaments in the shape 





WOOD IS THE NEW VOGUE— 
Settings, fixtures and niches of 
wood have suddenly popped in 
popularity with Gotham trimmers. 
At the top is an instance showing 
how Macy’s used a wooden bridge 
for a lamp display. In the center 
is a series of niches at Stern’s. 
Below, Ovington’s pioneer in new 
china display methods. 
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Ray Martin's Latest 
Conversion of Timely 
Topics to Gas Promotion. 
The Versatile 
Displayman Continues to 
Grip His Public with 
‘Mildly Humorous 
Emphasis Upon the 
Value of Gas Service. 








iets 3 
WATER eaten 








of scalloped platforms and stands painted silver, are 
shown against a solid background of handsome gold 
wall paper. The latter is punctuated at intervals with 
three semi-circular gold posts. Some of the fixtures at 
this store, designed for hats, etc., have a wooden base 
about a foot in diameter, with two or more long spokes 
or bars radiating from them. 

Best & Company are using wooden boxes and 
chairs in progressive sizes. One group was painted 
green, and another red. The latter were used for.a 
children’s display, the models attracting much atten- 
tion from the sidewalk. The children had very coarse 
hair of wool. Some wore pigtails, others curls. And 
they all looked humorously solemn. For eyes they 
had triangular patches of dark blue silk. 

_ And, of course, Norman Bel Geddes, at Franklin 
Simons & Company, is making prodigious use of 
wood in his so-called interchangeable units of different 
colors and shapes which he takes such evident pleasure 
in moving about like so many toy blocks. One of his 
windows features two felt hats, displayed on two post 
stands of green and yellow, arranged in an arc. 

Then wood has played an important part at both 
Sak’s Herald Square and Fifth Avenue stores—at the 
latter, in the form of extremely tall and slender posts 
painted in vivid modernistic designs, and at the for- 
mer for backgrounds and units. <A _ recent Sak’s 
Herald Square window devoted to men’s shirts and 
shirtings utilized octagonal posts of solid block, giv- 
ing a rather eerie effect. Another window, where the 
silver tier background mentioned in previous letters 
is still retained, shows black and brown shoes grouped 
on posts of solid red and silver. Inset cabinets of 
irregular tower shape are lined and edged with green, 
red and black. The crystal chandelier overhead ra- 
(iates blue light. In a third window, red and blue 
hats are arranged in two opposing squadrons on silver 
stands of wood with bases of several wafer-like layers 
edged in green. 

Mr. Cory, of Avedon’s, has for a long time fea- 
tured specially constructed wooden furniture. A cur- 


rent window has a painted background depicting a 
tempting country background in the south with a 
colored attendant serving cool drinks to.a woman 
who is half-reclining on a silver couch of wood up- 
holstered in green. The couch is of sweeping curves, 
and, while modern, has early empire aspects. 

Last spring Mrs. Fiske startled the critics when, 
as Mrs. Alvig in a revival of Ibsen’s “Ghosts,” she 
kept her back to the audience most of the time. Sev- 
eral Gotham displaymen seem to have caught this 
idea simultaneously. At Altman’s, Mr. Frankenthal 
has achieved an interesting effect by having a stylish 
woman with eyeglass viewing an exhibit of paintings 
and etchings. She is facing the pictures on the wall. 
At Avedon’s, Mr. Cory has a college girl model wear- 
ing a “new Marlowe” coat gazing down a long avenue 
of trees on a campus with her back squarely facing 
the sidewalk. This has a touch of the dramatic. Then, 
in two windows at Lord & Taylor’s, Mr. Kirkpatrick 
has models wearing stunning negligees with their 
backs turned to the spectators. In this instance, the 
rear view is used to show distinctive features of the 
negligees. 

Typical of the windows used by Ovington’s in 
their new building is the one illustrated. This handling 
of place plates is far above the average and contains 
a valuable idea for stores throughout the country. 
China, like other items, can be displayed from a fresh 
viewpoint. 

The first leap year display this correspondent has 
seen is that of Ray Martin for the New York Con- 
solidated Gas Company. A large calendar occupies 
the center of the stage, with an outline sketch at one 
side of a man looking at it. An automatic water 
heater is attached to the other side. The heading 
reads: “Leap Year Gives Us One More Day to Enjoy 
the Convenience of an Automatic Gas Water Heater.” 

Martin’s many friends will be interested to know 
that on Saturday mofning, February 11, he marched 
to the altar, making one less eligible man for the 
girls to try their leap year proposals on. 
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Perking Up A Midwestern Front 


February, 1928 


An Easterner Treks West and Launches an. Audacious Campaign 


for Modernising With Modern Art 
By A. ROEDER 


Display Manager, William H. Block Co., Indianapolis, Ind. 


PTEMBER witnessed the beginning of my 
participation in Mid-Western display, for 
it was at that time that I left New York 
to take charge of the display department of 
the William H. Block Company. Transi- 

tion from the metropolis to the capital of the Hoosier 

commonwealth brought some interesting changes both 
for me and the windows of the firm with which I was 





afhliating. 





I had been an assistant manager at Saks’ Fifth 
Avenue Store, under the direction of Sidney Ring. 
Always a progressive, Mr. Ring was among the first of 
New York window executives to see the possibilities 
of modern art, and we had made good use of it in nearly 
all our settings. Realizing its value in the making of 
better windows and the sale of merchandise, I decided 
to continue the good work along the front of the Block 
establishment and its battery of windows. 


The store stretches for half 
a block along one of Indian- 
apolis’ principal business streets, 
and there is another section that 
fronts a much-traveled cross 
street running from the cele- 
brated Soldiers’ Monument to 
the State House. When I 
looked over this wide expanse, 
it was somewhat disconcerting 
to realize that we had nothing 
in the way of modern furniture 
save a few screens. If I was to 
put the impress of modernism 
on that array of plate glass, a 
large amount of labor and ex- 
pense must be contemplated. 

When I had succeeded in 
convincing firm executives of 
the real value of the new school 
of expression, I was enabled to 
add a couple of cabinet makers 
to my staff, and we designed 
several pieces of furniture and 
rushed them to completion. 

In preparation for the 
Christmas holiday rush, I out- 
lined plans for several modern 
stands to use in place of  indi- 
vidual fixtures. These added 
much to the attractiveness of 
small wares, and at the same 
time helped to make changes 
more rapidly. 

Among the displays that 
went in shortly afterward was 
a .bag window carried out in 
modern style, with bag stands 





STARTLED THE HOOSIERS— 
Modernism rampant is seen in 
these windows by Roeder. At the 
top is a southern wear display with 
wallboard tree and background of 
orange and yellow; center, sta- 
tionery with leaping stag attraction 
device; base, home-made stands for 
sma!l wares, 
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and silver cubes designed in our department. On each pr.ze accomplishment. In every instance our efforts 
side of the center unit we placed an ensemble showing turn either toward the better display of difficult small 
the correct accessories to be worn with the bags. In gocds or the softening of our stone backgrounds 
another somewhat similar win- ‘ 
dow we used cubes effectively. 

A handkerchief trim with a 
huge head as the attraction de- 
vice aroused popular interest. 

To stimulate this we fitted the 
head with a turban hat made 
of handkerchiefs. 

Immediately after the holi- 
days we installed a number of 
southern wear windows. One 
of these showed a cocoanut tree 
made of wall board before back- 
ground panels of blended orange coat 
and yellow. The furniture for 
this display was produced in our 
own shops. 

In planning my windows I 
manage to list the changes a 
week in advance, a scheme which 
gives me an opportunity to ar- 
range backgrounds and settings 
accordingly, and thus avoid rush 
and unfinished work. 

Nine men make up the staff 
of our department. Mr. L. 
White, my first assistant, has 
been with Block’s for the past 
five years. Toni Masarachia, a 
young artist, handles all of the 
background painting, and Mr. 
Beauvois has charge of men’s 
and boys’ clothing windows. 
The two cabinet makers and 
four display helpers complete 
the organization; small, but 
versatile enough to meet our 
requirements. 

With this organization I 
am able to provide the furni- 
ture that at the moment, in 
large measure ,is taking the 
place of stands and fixtures, 
and to create the colorful set- 
tings essential to insure appre- 
ciation of our merchandise 
values. My conception of the 
use of modernism does not 
focus attention upon _back- 
grounds or furniture. We are 
not selling backgrounds, as the 
advocates of naturalism some- 
times assert is modernism’s 











SMALL WARES HEYDAY— 
Roeder’s craft lends lustre to small 
wares. Top, a bag window show- 
ing cube stands. The next display 
also features bags on stands and 
silver cubes. Upper center, south- 
ern wear before a patent leather 
panel; base, handkerchiefs with a 
‘urban of them about the huge 
head attraction device. 
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Plans For the Spring Style Show 


How Harold Braudis Staged a Store Theatrical for an Oklahoma 
Specialty Shop—Schemes and Scenes for an Effective Revue 


OES your Retail Merchants’ Association 
plan a fashion event to parallel their spring 
opening? If their taste favors a theatrical 
presentation with runways, music and other 
attributes of style shows, they may find 

interest in the method used by Harold L. Braudis, dis- 

playman for Rothschild’s B. & M. Store at Oklahoma 
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City, Okla., in handling the style pageant conducted by 
an Oklahoma City merchant last spring. At this time 
Mr. Braudis was in charge of displays for Harry Katz, 
Inc., a specialty store catering to the better elements of 
local trade. Braudis made the utmost of his opportu- 
nity, and transformed a mere model parade into a stately 
feature of a theatrical bill for the week of March 20. 
Forty-two youthful models from the 
Catherine Duffy School of Dancing ap- 
peared at the Criterion Theatre in con- 
junction with’ the screening of of an 
Adolphe Menjou film, where they were 
greeted by capacity audiences at each 
performance. 

Silk hosiery featured the opening 
act, which was cleverly executed by a 
quartet of dancing girls, clad in black 
and white street suits, shoes, and hats. 
The striking feature of their garb was 
the combination white and black hose, 
each model wearing a gun metal chiffon 
stocking and another of the same tex- 
ture in white. The girls made their 
exit by dancing into a large box per- 
fectly imitating the cartons for Beverly 
lavender-stripe super-chiffon hose. 

Lingerie came next, presented by 
gorgeous robes, pajamas and negligees, 
preceded by a song and dance act. Sports 
apparel, bathing garb, street wear, after- 
noon dress, and evening wear composed 
the next five consecutive displays. 

Emerging from behind a fence and 
coming through a gate of classic and 
unique scroll work placed in front of a 
garden scene, the models descended a 
flight of stairs to a sunken garden, and 
promenaded around an extended run- 
way laid with orange, lavender and red 
flagstone floor covering. Four pages 
dressed in medieval costumes served as 
attendants to each procession. 

The waning scene, a bridal proces- 
sion, possessed tender, sentimental 
beauty. The bride, dressed in soft white 
satin, studded with rhinestones and 
pearls, and fashioned in period style, 
was enveloped in a setting of apple and 
orange blossom sprays., This was illu- 





EPISODES OF THE SHOW—How Brau- 
dis capitalized his opportunity is revealed in 
these typical scenes. At the top is the bridal 
procession, with the bride descending spot- 
lighted steps. In the center, dancers disport 
before the same setting altered by introduc- 
tion of grill work gates. In the base is the 
novel opening scene introducing black and 
white hosiery. 
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minated by the soft spring colors of the spot light. As 

bride and attendants slowly marched around the prome- 

nade, “At Dawning” was rendered as a vocal solo with 
a violin accompaniment. 

| The concluding number was a procession of bridal 

attendants. They were dressed in long flesh-colored 

chiffon gowns, emphasizing the bouffant effect. 

Approximately thirty-five minutes were required for 
the entire review, which was staged three times daily 
for a week. The mannequins bore themselves simply, 
and were warmly applauded, winning the store the dis- 
tinction of its greatest event. 

A more modest version of the style pageant was 
staged on March 11, at Athens, Ohio, under the auspices 
of the D. Zenner Co. Directed by Display Manager 
C. C. Cornell, a group of models exhibited the season’s 
latest modes to a throng of movie fans at the Majestic 
Theatre. 

“This was our first attempt at program announcing,” 
Mr. Cornell says, “and at this show was so unusually 
successful, we feel that this type of opening is adapted 
to the needs of the small town merchant. The show 
was held in a local theatre and the entire group of thirty- 
eight garments was presented in thirty-five minutes.” ~ 

A stage drop furnished a scenic background, and 
this was embellished by a “stone wall,” ornamented with 
hollyhocks. Through a gateway by which the models 
entered ran a flagstone walk which circled a bird foun- 
tain. This joined a walk which ran across the stage 
from wing to wing and provided the models with an 
unusual means of exit. Grass mats covered the rest of 
the floor, set off by a latticed booth on one side of the 
center walk and a garden seat on the other. 

Style shows ,sponsored by associations or by indi- 
vidual stores, have attained such wide popularity that it 
behooves the planners to invest them with all the glamor 
that opportunity presents. The shows commented upon 
are examples of types favored in metropolitan and 
small town events. They afford the displayman who is 
planning a similar exposition interesting contrasts of 
pomp and simplicity. 





MAXWELL OPENS PERMANENT DISPLAY EXHIBIT 

Frank D. Maxwell, formerly display manager for Fred- 
erick & Nelson's, Seattle, Wash., has opened, at 1440 Broad- 
way, New York City, a “Display Center,” where there will be 
thirty permanent exhibits of the leading manufacturers and 
importers of store equipment and decorations. 

There are no commissions involved and no salesmen are 
in charge. It is purely an exhibit where the visiting display- 
men and merchants will have the privilege of inspecting, in 
one large presentation, the products having to do with their 
profession. 

It will be a permanent exposition and constantly changing 
in appearance. Mr. Maxwell will explain the various lines 
to visitors. 

Mr. Maxwell will also represent the Pierre Imans, Paris 
wax mannequins, the only product that is sold at the exposition. 





NARCF WINDOW SCHOOL HELD IN CHICAGO 

The eleventh National Association of Clothiers and Fur- 
nishers’ window school was conducted at Chicago from Feb- 
ruary 6 to 18 under the direction of J. Duncan Williams, 
director of displays for the association. Joseph H. Marshall, 
of the Williams-Marshall Display Service, staged a number 
of demonstrations. Harold F. Gale and D. G. Matthews, 
displaymen for Baskin, Chicago, and C. T. Frykman and 
Benjamin Beck, cardwriter and letterer, respectively, were 
other features. 
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Mannequins Show Modern Trend 


New Palmenberg Figures Retain Naturalist Form But 
Show Influence of Modern Art 


T has been apparent for a long time that a new 
type of mannequin would have to be created for 
effective presentation of modern styles in modern 
display. The acceptance of the extremely mod- 

ernistic figure was an indication ef the need. To this prob- 





The New “Mannequin En Deux” 


lem the house of J. R. Palmenberg’s Sons, Inc., 1412 Broad- 
way, New York City, has devoted its energies and resources 
for the past two years. 

As a result, this organization, one of the oldest engaged 
in the production of wax figures, has just brought out the 
“Mannequin en Deux” of fashion-drawing proportion. 
Modern, sleek, classical and attractive, they convey an im- 
pression of refined and natural elegance. 

Nine figures, eight standing and one sitting, compose the 
first group of the new and distinctly different type. The 
twin idea is carried out through two figures exactly alike in 
pose and feature, although in reversed positions. Although 
the standing figures are designed in four pairs for use in 
twin groups, they are also interchangeable in pairs and can 
be used individually when desired. 

Although of wax construction, the new figures bear little 
resemblance to the regular mannequin. Their first divergence 
is in their finish, a delicate velvety surface instead of the 
regular flesh-colored wax. The eyes and hair are sculptured 
with just a suggestion of pastel coloring. Touches of paste! 
tints in the cheeks, lips, ears, and at the tips of the long, 
tapering fingers complete the details. Long, slender limbs 
and arms carry out the fashion-drawing appearance and 
emphasize the style appeal of ready-to-wear. 





























































20 DISPLAY WORLD 


F ebruary, 1928 








One of Jones’ Fabric 
Windows Designed for 
His Personally 
Conducted Opening 
Week Celebration. 




















- An Idea for a Spring Style Event 


How a Small Town Window Manager Met the Issue When the 


Merchants’ Organization Refused to Sanction Community Show 


By ALBERT M. JONES 
Display Manager, Frey & Collins Mercantile Co., Canon City, Colo. 


T the beginning of a season the small town 
displayman often has a very small chance 
to make an adequate display of new and 
seasonable merchandise. Usually the win- 
dow frontage is limited and the trimmer’s 

time so arranged that the displays can be. changed only 
about once a week. With such items as fabrics, blankets, 
lingerie, hosiery, etc., clamoring for showings, the 
ready-to-wear stocks, where style is so important, rarely 
get the attention which would win for them the most 
business possible. 

' In Canon City, with a drawing population of about 
tei thousand, the four leading stores generally club to- 
gether for a community style show about once a year. 
The expense of this being considerable, it is generally 
not considered feasible to hold one any oftener. Having 
held a spring style show, the merchants could not be 
interested in a similar event in the fall. 

When our autumn ready-to-wear began to arrive, 
I realized that we had valuable material for a style show- 
ing. I also realized that in the regular way I would 
have opportunity to show but a very few of these gar- 


ments in my windows before the season was pretty well 
advanced, owing to the demands of other merchandise. 

‘So I planned and instituted a “Fall Opening and 
Display Week.” In order to attract as much attention 
as possible, I changed the appearance of my windows 
considerably by making sets of floor blocks in a striking 
blue and grey stone combination. The background panels 
of yellow caenstone finish I tinted to a warm tan shade. 
The expense of this work was not great, and by the use 
of seasonable foliage units we made an attractive setting 
for the displays of new merchandise. 

Window cards announced, “Fall Opening and Dis- 
play Week. Displays changed daily this week.” Our 
newspaper advertising featured the event, and it was 
also announced by a slide at the local theatre, which is 
located next to our building. 

The new flooring and the first displays were installed 
on Monday, and each display completely changed daily 
during the week. In this manner I made several show- 
ings of dresses, several of coats, several men’s clothing, 
one of silks, one of woolen fabrics, and one each of mil- 

(Continued on page 31) 














A Simple Plan for 
Showing New Apparel 
That Gave Jones a 
Chance for Adequate 
Use of Opening Week 
Display Opportunities. 
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Want to pick up $50? 





Try this simple experiment 
and tell us the result 


Select from stock an unadvertised garment such as 
a coat, dress or suit. 


Give it a unit trim and display the price prominently. 


If it is not sold within 2 or 3 days, buy an X-Ray 
Floodlight, No. 33, from your electrical man and direct 
a flood of white (or an appropriate color) light upon 
the garment from a suitable angle. 


Then simply add the cost of the floodlight ($12.00) 
to the price on the tag and note how soon the garment 
is sold. 


Repeat the experiment any number of times. 


To the displayman who writes the most interesting 
account of the sale, in not more than three hundred 
words, a prize of $50 will be given. The money will be 
awarded through the electrical man from whom you 
buy the floodlight for this contest. 


All displaymen in the United States and Canada are 
eligible and letters must be mailed before midnight of 


May |, 1928, to 

















Curtis Lighting, Inc. 


Makers of : 


WRGy 
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A Bright Red Velour 
Hanging Bordered in 
Gold Linked with Red 
and Silver Foliage in 
Providing Holiday 
Atmosphere for 
O’Donnell’s Display 














Solid Color Trims Gain Popularity 


The One-Color Windows Gains in Standing Each Season Bringing 
Out Many Examples of Instruction in Color Values 
3y EDWARD E. O’7DONNELL 
‘ Display Manager, Sisson Bros.-Weldon Co., Binghamton, N. Y. 


HAT a vast change the observer of today 
finds in comparing the display windows 
of the modern department stores with 
the trims of not so many years ago. It 
proves many things, among them the fact 

that display has arrived at its rightful place. Each 
year it seems that merchants grow more conscious 
that their windows are not merely a few feet of glass- 
enclosed space to hold mountains of merchandise. 
Each year sees a better and more dignified appear- 
ance for these windows, gauging the character of the 
store. Each year it becomes more apparent that ap- 
proval or disapproval by the public depends, in large 
measure, upon the dignity of the store front. 

If the larger stores of the country see fit to appro- 
priate thousands of dollars for maintenance of their 
display windows, surely they think them worthy of 
more than secondary interest. They are aware of the 
super value of every foot of display space and are 
careful to use it in a way that will produce results. 
The smaller stores need not bemoan the fact that com- 
petition with the displays of their larger rivals is ap- 
parently difficult, for it is an easy matter for them to 
produce settings that will be just as effective despite 
limited funds. Seasonal background changes should 
be made unless the permanent background is of a fine 
wood, such as walnut, oak, or mahogany, in which 
case set pieces or decorative units will produce the 
necessary results in livening up the display. 

‘The one-color window is prowing in popularity 
each season, and we now see many striking examples 
of this medium for educating the shopper in just 


what colors are suited to their needs, and also what 
accessories will harmonize with their costumes. 

Our store features these windows very often and 
will produce a display, say, of black and white con- 
taining probably a wax figure to lend a touch of char- 
acter and life to the window, then a coat or two of 
the very newest vogue in black with white or fur 
trimming a dress and a few hats in black and white 
combined with gloves, handkerchiefs and handbags 
to match. The results show that greater interest is 
taken in these windows than if a variety of colors 
were shown. 

The illustration here portrays an example of the 
type of displays used by the Sisson Bros.-Welden Co. 
and was installed during the holiday season when 
they proved very effective in drawing customers into 
our departments. The setting for the display was 
productive for this period as the entire background 
was covered with pinch-plated velour of bright 
Christmas red with a gold banding set on the cloth 
about eighteen inches from the bottom. Two choice 
clusters of lights and a spray of red and silver foliage 
constituted the decoratives required to stamp the fea- 
tured linens with the Yuletide characteristics tssential 
to convert them into gift merchandise. 





FLORENTINE ANNOUNCE REMOVAL 


Florentine Craftsmen, specialists in the creation and pro- 
duction of distinctive wrought iron units, have removed to 
larger quarters at 33 E. Twenty-third Street, New York City. 
This concern has been responsible for quite a number of 
innovations in the adaptation of wrought iron craftsmanship 
to display purposes. 
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DRAPE STAND, NO. 436 






SIXTY NEW DRAPE STANDS 
AND AN INFINITE NUMBER 
OF NEW CREATIONS. 





HAT STAND, NO. 499A 




















For Every Display Purpose 


The superfine silk finish of Velvo Crepe 
Paper adds attractiveness and distinction to 
any display. Its beauty and inexpensiveness 
combine to make it one of the most popular 
decorative mediums known. 


Velvo also offers colors and shades which 
present a variety that meets all decorative 


requirements. Other display materials can 
be matched and harmonized, or Velvo Crepe 
Paper may be used exclusively for the dis- 


play. 
Its pliancy, strength, and smooth texture 


permit stitching or pasting, opening up the 
way to many novel effects. 


Send the Coupon for a Sample Book of 


VELVO CREPE PAPER 


Packed 12 folds to bundle; 144 folds, one shade, to the corrugated ship- 


F.O.B. HOLYOKE, MASS. 


Price, $6.50 per gross 


F. 0. b. Holyoke, Mass. 


AMERICAN TISSUE MILLS 


HOLYOKE, MASS., U. S. A. 


AMERICAN TISSUE MILLS, 
Holyoke, Mass. 
Gentlemen: 


r 

a 

a 

i 

i 

- Please send me your Sample Book No. A-2 
g 80 -that I may examine the advantages offered 
i by Velvo Crepe Paper. 
a 

a 

a 

i 
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CN oie ko ans Sawin ca nccnascis up Keqqnvameians etl 


Street. 
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Windows At Best During Springtime 


Most Pretentious Displays of the Year Frequently Installed 


for Openings and Easter 





Their Chief Essentials 


By ABRAHAM COHEN 
Display Manager, The Woman's Shop, Springfield, Mass. 


ASTER and opening spring displays are, 
with the majority of stores, the most pre- 
tentious. Every woman must have a new 
outfit for spring, and fashion in apparel 
receives more consideration at this time 

than any other. Most people have become accustomed 
to glean their fash‘on information to a large extent from 





the show windows, and for this reason the spring dis- 
plays are of paramount importance to every store that 
sells wearables. 

The first essetnial of the spring window display is 
that the color effect be in harmony with the season, as 
well as with the merchandise displayed. The colors of 
nature in springtime are light and delicate. They are 
pastel tints, blending from one 
into another. In fact, there is 
no limit to the colors of spring, 
so the displayman may choose 
to suit his fancy with the assur- 
ance that whatever he selects 
will be appropriate. In show- 
ing some classes of merchandise, 
costumes particularly, it is de- 
sirable to bring out a stronger 
effect both in design and colors. 
Stores that have one or two 
windows usually prefer a more 
striking treatment than the big 
department stores that have 
from a dozen to twenty show 
windows. Where a strong effect 
is required, deep green is per- 
haps the most satisfactory of all 
colors. This should be con- 
trasted with some light tint and 
set off by some natural or arti- 
ficial spring flowers. 

The approach of Easter at 
one time saw entry into the win- 
dow of wax figures adorned 
with wings to represent angels. 
Stores of the better class today 
consider such displays in doubt- 
ful taste. Casting off relation- 
ship with religious rites and 
cleaving to seasonal style as the 
theme for their windows, they 
now seek decorative features 
in fixtures and furniture of 
wrought iron, and grill and lat- 
tice work. The store’s policy of 
today has much to do with the 
treatment of show windows. 





GOOD OPENING TRIMS—Good 
settings are Cohen assets that lend 
much to the attractiveness of his 
goods. [In his top and center dis- 
plays the charm of the window 
rests as much in skillful disposi- 
tion of furniture as in his merchan- 
dise. In the base composition the 
atmosphere of spring is brought in 
with a foliage bordered tackground. 
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' World—Time and money may be saved, and the best that decorative genius creates can 
be obtained in Chicago at prices that can not be duplicated—quality considered. 


) Pa 


THE ADLER-JONES CO. 
649 S. Wells Street 


Artificial Flowers—Decorations 


THE BODINE-SPANJER-JANES CO. 
1160 Chatham Court 


Distinctive Display Decorations 


BOTANICAL DECORATING CoO. 
319-27 W. Van Buren Avenue 


Artistic Decorations & Artificial Flowers 


CHICAGO CARD BOARD CO. 
666 Washington Blvd. 


Art Poster Card and Mat Board 


CURTIS LIGHTING, INC. 
1119 W. Jackson Blvd. 


E Complete Equipment for Lighting Effects 


THE D. J. HEAGANY MFG. CO. 
1123 W. Washington Blvd. 


Metal Display Fixtures and Card Holders 


Endorsed by most critical and discerning displaymen and merchants 
everywhere—and recommended to progressive purchasers by the 
Buyers Service Bureau of The DISPLAY WORLD. 


Write for Catalogues! 


DISPLAY WORLD 


| | Display 
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7 4° ay Chicago affords the most complete Display Equipment ,and Decoration Market in the 





INTERNATIONAL REGISTER CO. 
13 South Throop Street 
“CUTAWL” Decorative Cutter 


THE KOESTER SCHOOL 
314 S. Franklin Street 


Display and Card Writing Instruction 


PAASCHE AIR BRUSH CO. 
1902 Diversey Parkway 


Air Brushes and Accessories 


REFLECTOR & ILLUMINATING CO. 
1417 West Jackson Blvd. 


Lighting Equipment for Show Windows 


CURTIS-LEGER FIXTURE CO. 
239 W. Jackson Blvd. 
Wax Figures and Display Fixtures 


SILVESTRI ART MFG. CO., INC. 
1035 Orleans Street 


Bakard Compo Display Creations 


Copyright, 1924, by The Display Publishing Co. 
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Seven Dollars from Ten Days’ Display 


“Beautiful But Dumb” Window Installed by National Advertiser 
Brings an Outburst of Rage From Cleveland Merchant 


By C. H. FADEM 
Display Service, Cleveland, Ohio 


HIS month I want to impart some sound informa- 
tion to the national advertiser who is using win- 
dow displays. And it is information that should 
be of inestimable value because it is founded 
upon a survey of displays produced by numer- 
ous advertisers during the past year and inter- 

views with several retailers, who have given serious thought 
to their windows and the percentage of profit they are de- 
rivigg from them. If the national advertiser would only 
realize that these are stirring times for the retail merchant, 
and would give his needs due consideration, greater gross 
and net profits would result for both of them. 

It is not my purpose to deal with petty details, but rather 
to limit myself to fundamental principles. One thing is cer- 
tain: if the merchants are not given more consideration 
in so far as use of their windows fifty-two weeks in the year 
is concerned, the window display medium will be given a 
check that will be difficult to overcome. At present the mer- 
chants in one city are being approached by a group of men 
representing a broker’s buying syndicate, with a proposition 
calling for leasing of their windows for a year at a rate of 
from eight dollars upward for each display, the price largely 
depending upon the strength, reputation and merit of the 
item displayed. 

Under this arrangement the merchant dresses his win- 
dows with materials submitted by this syndicate following a 
photograph model mailed him a week before the installation. 
After the display is installed he photographs it with an outfit 
loaned him for the purpose. At the end of each month he 
receives a check covering the installations at the rate stipu- 
lated in the contract. 

If this plan should take hold and the merchant became 
accustomed to the fee basis, disaster would result for the 
manufacturer, the advertiser, and the display service man as 
well. Imagine the condition that would prevail if the syn- 
cate obtained from five to six hundred signed contracts for a 
year. With this group of windows at their backs they could 
sell these contracted windows to the highest bidder and 
shut out all competition. This element of the situation is 
important and should receive the attention of all those vitally 
interested. 

It would be beneficial for the advertiser to acquaint him- 
self with the display services and associations for reasons 
too numerous to mention, and every one to his advantage. 
The time has come when the advertiser must build window 
‘ displays for the merchant that will net the retailer an ade- 
quate profit for the amount of window space the display 
occupies. I call to mind a recent interview with a retailer 
who was thoroughly disgusted with the character of displays 
he was receiving and attacked them so harshly that I found 
it difficult to answer him. The subject under discussion was 
the display he had in his window at the moment. It was a 
busy day inside the store and because of this circumstance I 
felt sure that he would be in the best of moods. The weather 
was cold, but the sun was shining down just bright enough 
to make it a nice winter day. Pedestrians were plentiful and 
were buying freely. The merchant asked me outside to pass 
judgment on the display. While I stood before it the mer- 
chant returned to the store, but before I had composed a 
reply to an anticipated outburst he came out again. 

“What’s wrong with that display?” he demanded. “Why, 
it’s a beautiful display!” I exclaimed. “Beautiful? That’s 
just it. Everyone I have asked about it says it is beautiful,” 
he exclaimed. “I wish those advertisers would get away 
from this beautiful stuff and give us displays that will re- 
munerate us for the valuable space we are sacrificing to 


them. My store windows must net me a profit. I am not 
paying $300 rent per month and $85 in electric bills just to 
make a picture gallery of my windows. If I wanted to sell 
pretty pictures I could stock them and receive a return for 
the space they used. Now, figure this out: I have two win- 
dows, one on the traffic side, the other I call my dead side. 
This display has been in ten days to date and I have sold 
seven dollars worth of merchandise. Think of it! We mer- 
chants can’t tolerate such things with rentals as large as 
they are.” 

Let us say that his angry charges were inspired, that 
these propagandists of whom I spoke had visited him and 
held out the lure of revenue from his windows aside from 
the sales that the displays brought in. But even if his atti- 
tude was influenced by their propaganda, his contentions are 
sound. After all, his windows are the only means of letting 
his custom know of the various kinds of merchandise he 
carries, and, with business conditions as they are at present, 
he wants to make them exceptionally effective. 

Let us consider the display that aroused his wrath. It 
was a good traffic stopper, but a poor sales producer. The 
article it featured was a year-around seller. The display 
consisted of one large beautiful center panel, 54 inches high 
and 30 inches wide, with two side panels, 30 inches high 
and 20 inches wide, and two cut-out cards, 18 inches high 
and 12 inches wide, at the extremes of the window. The 
background was a mass of crepe paper draped across the 
entire back with twelve colored tubes stretching upward in 
funnel fashion at each end of the background. On each side 
of the center display panel were eight tubes in triangular 
fashion. Six tubes were used in front of the display close 
to the pane, with a large rosette in their center. Flat upon 
the floor lay twelve dummy pieces of the featured ware, 
neatly placed. The display seemed attractive and certainly 
had color charm. Why didn’t it produce? 

To completely satisfy myself with the justness of the mer- 
chant’s complaint, I returned to the window later that day 
during the rush hour. In one hour, 118 persons passed—86 
women and 32 men. Of this number, five women stopped 
and looked about for an average of three minutes, and two 
men stopped for a similar period. The seven persons had 
halted long enough to give the display a fleeting glance and 
did so because their attention was arrested by the attractive- 
ness of the window as a whole. Every display has two prime 
purposes, and these are to attract attention and to create 
interest. In this case the attraction device was so strong that 
it overwhelmed the sales factors and destroyed the merchan- 
dise appeal. Regardless of the character of goods on dis- 
play, when the sales message is obscured the display becomes 
just another advertisement. While another advertisement is 
a good form of publicity, it is not a profit maker for the 
retailer to give the product valuable window space when he 
has plenty of shelf room inside his store. 

The three panel screens in this display arose above the 
level of the passer’s vision, causing the viewer to look up- 
ward instead of down toward the merchandise. Since the 
sole purpose of the display is to sell merchandise, it would 
seem only common sense to prepare the attraction device in 
such fashion that it will lead the eve to the featured goods. 
This makes a direct connection between the setting and the 
product and converts attention into the interest which is the 
forerunner of determination to purchase. Not only was the 
panel setting above the level of the line of vision ,but in 
this case the dummy boxes on the floor were too far below 
it. The result was a beautiful window, attractive in color 

(Continued on page 75) 
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This Attractive Booth at the Utah State Fair 
“was built almost entirely with the Cutawl’’ 


Exhibition Booths, like window display backgrounds, command most attention when they possess 
character and originality. Display specialists studying mechanical requirements, appreciate the 
value and importance of the Cutawl in this work. Without its speedy and accurate help they would 
have to spend DAYS instead of HOURS in the mechanical production of such designs. The 
above booth is another interesting tribute to originality, and the Cutawl’s accuracy. 


THE INTERNATIONAL 


CUTAWL 


































# & According to the designer’s statement, the above Booth Tey built 

és P almost entirely with the Cutawl.” The electric sign, the “Jack Frost” 

Less than One Week Required figure, the children, fence, houses, railings, posts, mountains, picture 

to Plan and Build this Booth.” frames, and even the tassels, valances and squares of the floor itself, 

With the Cutawl were all cut out with this machine. In your work there is the same 

1 ome wating & detent of a. Reet ot need for this mechanical aid. When you devote long hours to 

the Utah State Fair. This was built in DESIGNING a FEATURE DISPLAY you surely are entitled to the 

three sections almost entirely with the labor-saving help that the Cutawl gives when the actual cutting out 
Cutawl. Less than one week’s time was BEGINS. 


given to plan and build it. 
ae nae’ tis Goan we took our m 
tireless end (the Cutawl) down on the 
job and everything was cut out and put W f O 15-D 
together in jig-time. Our Booth was rite or ur ay 
egeaed wot gorge ae with others F e T ° ] Off r NOW! 
whose wor ad ‘required two or three 
weeks LONGER. ree ria e 25 
“Needless to say the Cutawl job was 





























the Center of Attractions.” Signed Use the Cutawl in making your spring opening Display Backgrounds 

W. D. ANDERSON, that you are now PLANNING. It will help you do more and better 

Salt Lake i work in less time than ever before. We shall be glad to ship the 

: Cutawl on a 15-DAY FREE TRIAL to any man or firm who will 

| me ey furnish suitable credit references. Write for full particulars today. 


THE INTERNATIONAL REGISTER COMPANY 


13 South Throop Street, Chicago 
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Emphasizing Shoemaking Finesse 


EALIZATION that the improvements 
which they were incorporating in their 
footwear would not give it pre-eminence 
in the minds of the public unless a means 
was found by which these attributes could 
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TORY 3 Bor ~~ 
In SHOE HISTOR Constant ee & 





Durability of Structure Means as Much to the Consumer as Style, and 
Clinton Shrider Wins a Handsome Prize by Expounding It 


be made tangible, the Ault-Williamson Shoe Co., of 
Auburn, Me., evolved a scheme for marking the soles 
of their shoes with a code which disclosed the processes 
of shoe making. 

To bring these advantages to the attention of the 
masses quickly and vividly, they hit upon 
the idea of a window display contest in 
which prizes would be awarded for the 
most able exposition of this code, with 
particular stress upon the symbol indi- 
cating the Goodyear Turn process, which 
is regarded as the foundation of Ault- 
Williamson superiority. 

Having made this decision, a compe- 
tition was announced last July with a 
series of prizes offered to displaymen in 
each state and a grand prize of $500.00 
for the best display produced through- 
out the country. 

When the awards were announced 
toward the close of December it was 
discovered that Clinton M. Shrider, dis- 
play manager -for the A. E. Starr Co., 
Zanesville, Ohio, had captured not only 
the Ohio state prize, but the grand prize 
as well. An epoch-making array of three 
displays based upon the same theme and 
collectively setting forth the Ault- Wil- 
liamson message had carried off the 
honors. 

Mr. Shrider’s central unit was a 
lightly trimmed display involving but a 
handful of shoes set at the base of a 
huge open book, which served as his 
leading attraction device. A feminine 
figure, seated to the left, held a shoe 
whose arch was emphasized by an arrow. 
At the right was the figure of a little 
girl who bore a card requesting the 
viewer to come in and ask particulars 
concerning a customers’ contest. 

On the left page appeared this mes- 
sage: “A New Chapter in Shoe History 
—a new page turns, a new chapter be- 
gins, marking one of the most important 
innovations which has come to the shoe 
industry in many years. All “Constant 
Comfort and Constant Style Shoes’ 
now bear on the soles this identification 
mark, indicating the Goodyear Turned 





EOW THE STORY WAS TOLD—How 
Mr. Shrider brought out Ault-Williamson 
shoe durability and ease is shown in the 
illustration. At the top is the display focus- 
sing attention on the processes of manufac- 
ture. In the center is his artistic explana- 
tion of his theme, and below is his exposition 
of the manufacturer’s symbols. 
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Process, enabling you to tell unerringly how your 
shoes are made.” 


On the right page was the declaration: “ ‘Constant 
Comfort and Constant Style Shoes’ have always been 
genuine ‘Turns.’ To women of every walk of life ‘Con- 
stant Comfort and Constant Style Shoes’ offer unusual 
comfort, moderate style and great economy.” 


At the left of this unit, and serving as an introduc- 
tion, was a window which emphasized seven points of 
superiority in the Ault-Williamson shoe. Each of these 
features was noted in an oval placard mounted upon a 
base so that it could be placed upon the floor or stand 
with equal facility. Starting at the left and rising by 
steps, the placards approached the center-piece. Here 
a huge “7” upon a cut-out base in the shape of a key- 
stone showed over a gold seal plush curtain, which 
dropped gracefully behind the central placard. The 
ovals wese made of gray mat board, each bearing a 
painting illustrating a feature of construction. 


The right unit of this group, which was the climax 
of Shrider’s story, contained cut-out figures of a sales- 
man and a customer, and showed the former in the act 
of explaining the processes of manufacturing to her. 
Rising in step arrangement from the floor, from right 
to left, to the curtain center-piece, was a series of key- 
stone panels bearing enlargements of the identification 
marks which Ault-Williamson was stressing. In the 
center foreground was a card lettered, “How Shoes Are 
Made—these are the marks indicating the five processes 
of shoe making.” 


The huge book in the center unit had already pro- 
claimed that all of the shoes produced under the Ault- 
Williamson brand bore these identification marks. With 
this fitting conclusion to the story, Shrider rammed 
home with unerring effectiveness the wisdom of com- 
prehending and remembering these important features. 
Stamping the idea on the minds of his public, to remain 
even after the symbols themselves were forgotten, was 
a significant achievement tending to raise Ault-William- 
son shoes above the level of ordinary footwear and to 
endow it with attractiveness based not so much upon 
style as upon comfort and durability. Since these are 
the ultimate requirements of the mass of buyers, and 
the goods displayed in these educational windows dem- 
onstrated the presence of the style element, the windows 
were nearly 100 per cent perfect in the expression of the 
manufacturer’s sales story. 


It is not surprising that this thoroughness was not 
duplicated elsewhere. Shoe displays all too seldom 
break away from precedent. Usually the windows seem 
to say, “Here are some of my shoes; if you like them, 
they are at your disposal.” Here are displays that 
focus the magnifying glass upon features of manufac- 
ture, the character of materials or find other means of 
producing a sales message which rises above the issue 
of price. If the stimulation of the high-class example 


offered by Shrider’s window can arouse Ault-William- 
son dealers to better use of their windows and greater 
stress upon the fundamentals of their goods, the results 
will be worth many times the five-hundred-dollar prize 
that the manufacturer has awarded the Zanesville dis- 
playman. 
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Statuary Bronze 
lated 


Card Frames 
No. 321 at left 
$6.00 Dozen 
No. 324 at right 

$9.00 Dozen 


YY A444 
LN LNZ\ ZN ZS 


No. 628712 


Enameled Costume form, 
with light walnut and 
black base. Sizes 16, 36, 38. 


$12.25 Complete 


Fa a ot aw 
CN 4N ZN Jf 


No. 406 
Extensible 24 to 
48, or 30 to 58 
inches. Statu- 
ary bronze 
plated. 

$22.00 
Dozen 


WV VV 


Du. Heagany Mis. Co 


TO You/ 


Buy the staple display fixtures at our 
low prices and use your savings for 
decorated window pieces. 
this plan of other successful stores. 


Follow 


No. 3920 
Displays 17 rolls of 
oilcloth. Handles 
all measuring and 
cutting. Nothing 
to get out of order. 

$25.00 
Complet=: 







No. 3948 


Non-tipping revolving 
garment rack. 66 ins. 
to hanging rail. Strong 
top and card holder. 


$14.00 Complete 
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CN ZN ZN ZN SS 


No. 6290H 


Hosiery stand. 
light wa!nut 


with black. 
16”—$2.35 
19”"— 2.45 
25°— 2.70 
Each 


Z£VANVLNANAASS 


1121 W. Washington Sttest 


Chicago, 


hinois 
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Announcing A New Line of Hats 


February, 1928 


All of Boyd’s Windows Are Impressed Into Service in Acquainting 
Public With Our Appointment as Exclusive Agents 


By A. C. RAINING 
Display Manager, Boyd-Richardson Co., St. Louis, Mo. 


HE woods are full of merchandise. You 
can buy almost any kind of goods that 
your heart can crave, and at any price 
that you want to pay. But good, clean, 
quality products of known standards 





always have an appeal that transcends the issue of 
price. The clothing store or haberdashery that seeks 
to maintain a reputation for leadership in wares and 
in service can do nothing better than exploit the high 
standing of stocks obtained from makers of unques- 
tionable prestige. 

This was the conclusion 
which last spring led us into a 
tremendous felt hat campaign 
when we announced to St. 
Louis our assumption of exclu- 
sive representation for Dobbs 
hats. With crashing full-page 
ads in the local press and a bar- 
rage of display publicity that 
utilized every window in the 








house, we pounded home to the 
male population of St. Louis 
our elevation to style supremacy 
in headwear. 

Emphasizing that “The 
Standards of Yesterday Are Not 
the Standards of Today,” we 
followed with the assertion that 
“Today is Dobbs Day at Boyd‘s” 
and prepared for our patrons an 
exhibit of Dobbs wares. Our 
entire battery of windows given 
over to a “wonderfully diversi- 
fied display of Dobbs head- 
ware,” the interior handsomely 
decorated, we opened a cam- 
paign of publicity that was to 
permanently stamp “Boyd’s” as 
as the local depot for the far- 
famed “Fifth Avenue” hats. 

Just as it takes “many types 
of people to make a world,” ac- 
cording to an old adage, it 
takes different types of hats to 
serve these versions of the 
“genus homo,” and I worked 
this idea into my displays. 

In one, I placed a flat-top 
mahogany desk and a swivel 
chair with a tall hall tree in 
the background. Over the 





HUMAN INTEREST TRIMS— 
Not mere hats, but hats associated 
with human needs was Raining’s 
objective. In his top display he ap- 
peals to the executive—in the upper 
center to the club man. The lower 
center features headwear for travel 
and the base illustrates the hat’s 
importance as a costume accessory. 
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chair I draped an overcoat, not in conventional fashion, 
but as if the wearer had just doffed it and cast it 
down there. With it was a hat and a walking stick, 
bearing out this idea. On the hall tree was a black coat 
and a derby hat as carelessly hung as if they had been 
put there by an impatient executive scenting work and 
anxious to be into it. The design was symbolic, sug- 
gestive rather than expressive, hinting of the require- 
ments of the factotum of business and serving to bring 
out the adaptability of the hats shown in the right wing 
of the window. 

The same idea underlaid the display for the clubman, 
at atmosphere for this window being borne out by a 
stylish davenport flanked by hearth furniture. Over- 
coats and walking sticks thrown over the davenport in 
careless fashion gave naturalness and realism to the 
hats shown opposite in the left wing of this window. 

And in our travel window the same conceit pre- 
vailed. A trunk and a steamer chair were there, and a 
life-saver in its canvas packings. There were “top hats” 
for formal wear, felts for ordinary dress, and caps for 
the deck promenade. Top coats, suits and shoes also 
appeared, making the hats integral units of an ensemble 
suggesting appropriate garb for the ocean trip. 

Nor did special settings stop here. Everywhere the 
ensemble idea cropped out. There were lounges and 
seats of wrought iron and plush draped with overcoats. 
Tables and low plateaus abounded, and everywhere there 
were hats, not grouped in large units, but fitting in here 
and there and elsewhere with scarfs and canes to pro- 
duce evidence of the possibility for adapting the popular 
fedora to the remainder of the costume. 

Huge panels in bright colors formed the center 
pieces of all of these these windows, their bright pig- 
ments serving as attraction media that added materially 
to the effect of the merchandise. In them the spectator 
saw pictorial idealizations of the Dobbs hat placed upon 
pleasing cartons or resting upon tiled floors in contrast- 
ing colors. To further emphasize the presence of the 
Dobbs wares, we used large stamped letters, resembling 
metal, which were laid at varying angles, but always 
arranged to spell either “DOBBS” or “BOYD’S.” This 
was'a unique feature that caught the fancy of the passer 
in a hurry and resulted in much comment. 

We garbed the interior of the store in palms and 
ferns, creating a gala appearance, and topped this off 
by large banners lettered “““Dobbs Hats” hung all the 
way around our mezzanine floor balustrade. 





An Idea for a Spring Style Event 


(Continued from page 20) 
linery and shoes, all in the one week. The trims were 
not made as stocky as we generally do, and each show- 
ing contained a few well-chosen accessories in season- 
able vein. 

The week selected for this feature was that of Sep- 
tember 12 to 17. At this time the other local merchants 
were beginning to show some of their fall merchandise, 
and customers were just commencing to manifest an 
interest in the new modes. My displays attracted con- 
siderable attention and favorable comment. That the 
merchandising value was worth while was demonstrated 
by brisk selling during and following the week, particu- 
larly in the ready-to-wear section. 
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Easily Created with 


Panelized Timber | 


— 
Alluring Backgrounds’ 





ORNELL WOOD BOARD meets the 

many requirements for construction of 

display properties—such as backgrounds, 
set-pieces, decorative units, cut-outs, and 
many others. 


It comes in rigid sections, 32 and 48 inches 
wide, and in lengths varying from 6 to 16 feet. 


Cornell Wood Board is practical, economical, 
and easy to work with. It has a heavy coat 
of varnish sizing, which provides a splendid 
surface for any type of decoration. 


Try Cornell on your next display production 
and learn why it is superior for this kind 
of work. 


Your lumber dealer can supply your needs, 
or write us for free samples and further in- 
formation. 


Cornell Wood 


Products Company 
190 North State Street, Chicago 
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Hardware Dealers Must Quicken Pace 


More Aggressive Merchandising Necessary If Field Is to Thrive— 
Good Windows One of Most Vital Factors of Modern Selling 


By H. F. MURPHY 
Vice-President, Standart Bros. Hardware Corp., Detroit, Mich. 


(From an Seddoons to Standart Dealers at a Window Demuinsmation) 


OT so many years ago the hardware jobber 
considered it his only function to sell all 
the goods he possibly could to his custom- 
ers without giving any thought to assisting 
them in moving these goods into the hands 

of the consumer. 

Most: jobbers now realize, however, that in order to 
succeed in the modern trend of merchandising they 
must assist their retail customers in up-to-date methods 
of merchandising which will enable them to successfully 
compete 2gainst the many forms of competition which 
have sprung into existence in the past few years. 





We, as other jobbers, are anxious to increase our 
sales, but, instead of spreading out and trying to get 
business from territories that geographically do not 
belong to us, we have decided that the best policy for us 
to pursue is to cultivate the Michigan territory more 
theroughly and to help our customers in the many prob- 
lems that confront them. 

With that end in view, about two monthe ago we 
called all of our salesmen into the house for a two-day 
course in retail merchandising. We believed that the 
ground should be thoroughly covered with each sales- 
man first, so that they would be in a position to better 
understand the problems of 
their customers. 

Almost every day I have 
these questions asked me: 
“What do you think of the fu- 
ture of the hardware dealer?” 
and “What do you think of the 
future of the jobber?” My 
answer in both cases is the same 
—“Your future and our future 
depends entirely upon what me 
make of it.” 

Certainly, the opportunities 
for both retailer and wholesaler 
are greater than they have ever 
been before, but, in order to 
cash in on them, we must change 
with the conditions. In my 
opinion, no merchant can pos- 
sibly successfully run his busi- 
ness in the same manner as he 
did ten or fifteen years ago. It 
just isn’t in the cards, and still 
how many hardware dealers you 
find carrying the same class of 
goods, trying to do business in 
the same way with the same old- 
fashioned fixtures that their 
fathers used years ago. 

Unless these dealers—and 
there are still quite a number of 
them—change their tactics they 
will, as surely as fate, be elimi- 
nated within a very short period. 


? 





CONVINCING THE DEALER— 
Two of the demonstration windows 
prepared by Standart Bros. to 
show their dealers the ease of con- 
struction and forcefulness of good 
hardware windows. These displays 
were planned and executed by rep- 
resentatives of the Dennison Co., 
and illustrate use of crepe paper 
for backgrounds and decoratives. 
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ILLUSTRATIONS ON REQUEST 


Display by Herman Gerson, Bertin Gernuny 


INTERNATIONAL CLEARING HOUSE of NEW YORK, Inc. 303 Fifth Ave., New York City 


DISTRIBUTORS FOR JU. S. 
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3 THE MOST EXCLUSIVE 
§ MADE OF UNBREAKABLE MATERIALS AND UNAFFECTED BY ANY DEGREE OF HEAT 3 








A. 





att rt tt Te 


tiie nertnnrroncerenarnnosacssnnsedsisinnnnncccnnenonntaaaal 








Accessory Table is made of finely wrought 
iron with bronze motif. Height, 25 inches. 


2 Top, 24x 15. 
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Distinction in Display Equipment 
1340 BROADWAY, NEW YORK 


PHONE WISCONSIN 4684 


Display Fixtures 


For All Purposes 


in Bronze, Wrought Iron, Alum- 
inum, Copper and Brass 





Modernistic 
Designs 











Combines utility 
with beauty. 


We make a com- 
plete line of display 
stands carried out 


- in this design. 


No. 600 


Lingerie Stand. 
Price, $15.00 


Dress Stand on same 
style base— 


Price, $15.00 


Lingerie stand made 
from wrought iron. 


Base plate is hand- 
hammered in bronze. 





NO. 600 


~*~ 
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The “Old Woman Who 
Lived in a Shoe,” as 
Portrayed by W. A. 
Bergy, Shroder Bros., 
| Battle Creek, Michigan, 
During the Holidays. 
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Statistics show the average life of a mercantile 
establishment is only about seven years. | Incom- 
petence is given as the main reason for business 
failures. The lack of capital comes second. 

Those of us who have been in the hardware business 
for some years certainly must realize a great many 
changes have taken place. There are hundreds of items 
that, fifteen years ago,.were sold in a large way. Now 
there is no longer a demand for them. On the other 
hand, new lines have come into existence, which, prop- 
_erly handled, will more than offset the losses sustained 
by old goods no longer selling. 

Eleven people out of every thousand die each year. 
Twenty-two are born during the same period. The 
younger generation coming up have different ideas from 
you and I about the class of goods they want to buy, 
and, regardless of what we think, we must adjust our 
opinions to meet their views if we expect to have their 
good will and their business. 

Look at the drug store as an example of changing 
conditions. Not more than fifteen years ago the aver- 
age drug store sold nothing but drugs. Now the situa- 
tion is quite the reverse. Most drug stores sell every- 
thing but drugs. Fifteen years ago the hardware mer- 
chant in the average country town was considered the 
leading merchant of his community, but I am sorry to 
say that in some instances this distinction has gone to 
the druggist, because the hardware merchant was a little 
slower to grasp modern methods of merchandising. 


I urge you hardware dealers to adopt modern dis- 
play methods. Get your merchandise out on tables for 
people to see and inspect. Those of you who are using 
display tables know that you can sell five times as many 
—yes, in some cases, ten times as many—goods from 
your tables as you did in the old way. 

Make your stores look attractive; keep them neat 
and clean, and don't forget that your personal appear- 
ance and that of your clerks will go a long way towards 
winning business or driving it away. 

Eighty cents of every dollar is spent by women. 
Therefore, you should go after their trade, and, if you 
are going to get it, one of the main requisites is an at- 
tractive appearance for your store. 

The housewife each year is spending a larger portion 


of the dollar. Her trade should be more important than - 


any other, and still you find some hardware stores that 
get very little of it-—and is it any wonder? To be real 
frank about it, they are not entitled to as much as they 
are getting from the housewife, because they make no 
attempt to get it. 

You hardware dealers, as a whole, turned your stock 
last year two and two-tenths times. The department 
store’s average was four and one-tenth times—almost 
twice the number of turns you received. While it is 
true the department stores carry more classes of goods 
that turn oftener, they also carry more lines on which 
the turnover is not as great. 

You are here this evening to learn the art of win- 
dow decorating. You are not only going to be shown 
how to prepare these windows, but before the evening 
is over these windows are going to be torn out and you 
are going to re-decorate them. I see a look of surprise 
on the faces of some of you, but you will find out that 
it can and will be done. Just a few words about the 
importance of your show windows. 

From one-third to one-half of your entire rent 
should be charged to your windows. They are the “eyes 
of your store.” If you have attractive windows, the 
hundreds of people who pass them each day are going 
to form the impression that the inside of your store is 
also attractive, and sooner or later they are going inside. 


On the other hand, if your windows are unattractive, 
what impression must they gather of your store? 

Windows, in order to draw attention and create 
desire, must. be made attractive. Large clothiers esti- 
mate that 58 per cent of their business is derived from 
thei rshow windows. You and I have seen clothing 
stores, especially some of the chains, where they have 
more space devoted to show windows than they have to 
displaying goods inside the store. 

Another reason for attractive windows. Here are 
the senses that attract people: Sight, 87 per cent ; sound, 
7 per cent; smell, 3 per cent; touch, 1 per cent; taste, 1 
per cent. 

Don’t overcrowd your windows. keep your displays 
simple, change them frequently—I sould say at least 
once a week. All items displayed should be priced. If 
you fail to price the items shown an impression is apt 
to be made that your prices are high, and that you are 
ashamed to put them down in cold figures. 
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A REMARKABLE OFFER ! 
While Present Edition Lasts 
The Well-Known Koerber Book 


“The Art of Draping” 


REGULAR PRICE, $3.00 


Thousands of copies have been purchased by 
displaymen everywhere. If you do not have a 


copy, get yours now 


AT THIS GIVE-AWAY PRICE 


This book is a complete, modern and practical text and 
reference book on the subject of mercantile and display 








CONTENTS 


The Fundamentals of Draping. 

Fixtures—What They Are and Their 
Importance. 

How Records Are Kept in Display 
Department. 

Efficiency in Decorator’s Room. 

General Knowledge of Merchandise. 

The Structure of Drapery. 

Ornamentation of Drapery. 

Importance of Color and Color Har- 
mony. 

A Chart of Colors and Combinations. 

Combining Colors by Use of Color 
Chart. 

Some Pertinent Advice. 

Errors to be Avoided. 

Draping Examples Illustrated and 
Described. 








draping. It covers 


the subject thor- 


oughly, comprehensively and authoritatively, and is profusely illustrated with 
diagrams, pen drawings and photographs. 





The contents of this book is a revelation, as it comprises the experiences of 
a life spent in the execution of original and artistic display settings by the 
country’s foremost draping authority. 


It is written in a way to be of equal value to the student or professional. It 
tells you just what you want to know, just how to make the popular drapes 
so essential to modern display presentation, how to handle fabrics without 
injury or soiling, goes into detail on how to proceed, shows by diagram the 
various steps, and then illustrates the finished drapes by actual window 
photographs. 


Substantial cloth binding, 128 pages—size, 744x10%. Order your copy 
now. It will prove invaluable as an instructive guide or reference book. 
Remember that the opportunities in any specialized calling depend upon 
one’s intimate knowledge of the art and skill involved therein. Draping is 
a prime essential of modern window display embellishment, whether or not 
you have availed yourself of its advantages in your own display work. 
Therefore, endeavor to learn the principles of the draping art, because you 
may be called upon at any time to incorporate it into your own work. 
Jerome A. Koerber knows his subject and imparts it intelligently, simply 
and thoroughly through his book The Art of Draping. It should be avail- 
able at all times for study and reference, and you can have your own copy 
now at half price, only $1.50. 

Thousands of copies have been sold, and there is every reason to believe 
that this book has been instrumental in the great revival of display draping. 
Every displayman-decorator will find the ownership of this book a profit- 
able, educational and permanent investment. 


Now $1.SO Postpaid 








A copy of THE ART OF DRAPING, regular 


$5.00 value, for a limited time only, both for 


e e price $3.00, and a year’s subscription to The 
Combination Offer: DISPLAY WORLD, regular price $2.00, a total $ 3 i 0 0 





Supply is Limited 
ORDER NOW! 


SPECIAL $1.50 ORDER BLANK 











THE DISPLAY PUBLISHING CO., 
1209 Sycamore Street, Cincinnati, Ohio. 





The Display Publishing Co. 


Publishers 


1209 SYCAMORE STREET 
CINCINNATI, OHIO 


Gentlemen: 


at the special rate. 


NOTE—Add 10c to Checks for Exchange 


2 


Enclosed find money order for $1.50 
for one copy of KOERBER’S ART OF DRAPING 
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Windows In Step with Firm Advance 


Peoria Concern, Developing Into Chain, Insures Sound Displays 
Through Supervision of Noted Manager 


EALIZING the superior advantages of the 
chain store in buying and administration, 
the Block & Kuhl Company is rapidly cre- 
ating a small string of stores in central 
Illinois. With their big Peoria store as 

the hub of this system, they have opened branches in 

Decatur and Rockford, each linked up with the head- 

quarters in the principal branches of administrative 

effort. 

The first of these units to be established was opened 
at Decatur, about eighteen months ago, and as soon as 
it had been placed upon a firm basis another branch was 
set up at Rockford. This store was recently opened. 

Block & Kuhl prestige in central Illinois is based 
upon long service to Peoria and its trading . territory. 








With an enviable reputation to support the new stores 
both have been well received in the thriving cities they 
serve and have produced a sales volume that has been 
satisfactory to the management. 

Conscious of the profit-making agencies of good 
display, the firm executives equipped the new stores 
with walnut and wrought-iron fixtures of the very latest 
design, enabling their windows to assume a metropolitan 
appearance. 

Ellsworth H. Bates is display manager for the 
Peoria store and supervises the displays of the new 
establishments. The displaymen in charge of these 
houses are required to undergo training in the parent 
store. Working under the direction of Mr. Bates, they 
become acquainted with the merchandising policies of 
the organization and demon- 
strate their adaptability to the 
policies and styles of display 
in force there before assuming 
their new posts. The men in 
charge of the Decatur and 
Rockford houses had under- 
gone such an apprenticeship 
before their appointments to 
their present places. The Block 
& Kuhl Co. takes pride in em- 
ployees who have proven their 
ability, and rewards them by 
advancing them to higher posi- 
tions or transferring them to 
positions of importance in the 
new stores. Managers of these 
units are appointed from the 
ranks of department heads, 
buyers and assistant buyers, and 
the system seems to work out 
advantageously for all con- 
cerned. 

Following this system, Paul 
G. Chambers was sent from 
Peoria to assume charge of dis- 
plays at the Decatur store, and 
Clair Dillon was placed in con- 
trol ‘of the Rockford windows. 
Both have demonstrated their 
capacity in artistic displays fash- 
ioned since their appointment. 





UPHOLD SAME STANDARDS— 
All the Block & Kuhl stores main- 
tain the same display standards. 
This similitude is demonstrated in 
the group of displays illustrated, 
which includes: top, a Decatur 
trim by Paul G. Chambers; center, 
opening millinery trim at Decatur 
by Mr. Chambers} base, negligee 
trim at Rockford by Clair Dillon. 
All were produced under the super- 
vision of E. H. Bates. 
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To Furnish Designs for Gas. Trims 


A. G. A. Window Display Committee to Launch Service 
for Member Companies Based on Committee’s Designs 


By J. W. WEST, JR. 
Secretary, Window and Stores Display Com., A. G. A. 


EMBERS of the Window and Store Displays’ Com- 
mittee of the Commercial Section of the Amer- 
ican Gas Association meeting at association head- 
quarters at 420 Lexington Avenue, New York City, 

on January 19, adopted a program for the ensuing year that 
bids fair to be their most practical scheme of operation. 

Abandoning the idea of furnishing a syndicated display 
service to member companies because of the belief that such 
displays “would have a very short life” and that “many com- 
panies would desire to change some of the unimportant de- 
tails and thus limit the applicability of the service to a small 
group,” it was decided to publish a display service letter each 
month with a construction sketch and descriptive text which 
would enable the companies to reproduce the window as 
illustrated or in simplified form. 

On motion of Stuart Bratesman, display manager for the 
Providence Gas Company, Providence, R. I., this course was 
adopted and provision made for a schedule of subjects to 
include: April 1, “Water Heating”; May 1, “Refrigeration” ; 
June 1, “Cooking” (Oven Heat Control—Insulation) ; July 1, 
“Incineration”; August 1, “Central House Heating”; Sep- 
tember 1, “Space Heating”; October 1, “Cooking” (Oven 
Heat Control—Holiday Theme). 

Photographs on these subjects will be received from mem- 
bers of the committee, and from these one will be chosen to 
serve as the chief illustration for each letter. If the chair- 
man deems additional photography essential, supplemental 
pictures will be included. 

The first letter will carry an introductory statement and 
outline the subjects to be carried during the year. Sources 
for art work will be located for companies lacking facilities 
for its preparation. 

It was decided that the convention exhibit would be more 
effective if it comprised exhibits which would show not only 
the best way of getting over a given idea by displays, but 
would also incorporate a simpler interpretation of the sub- 
ject suitable for the smaller company; and, in addition, a 
poor display covering the same topic. This method of ex- 
hibiting would limit the number of subjects to two. In addi- 
tion, it was suggested that the approximate range of cost 
for each exhibit be included on a card therein. 

With this in mind, the committee went on record as de- 
siring space which would permit three booths each on the 
subjects of water heating, cooking or refrigeration—the latter 


choice depending on whether the majority of gas companies 


are actively promoting refrigeration by the time. 

Members of.the committee attending the sessions were: 
R. M. Martin, chairman, Consolidated Gas Co., of New York, 
New York City; Robert M. Angell, Adirondack Power & 
Light Co., Schenectady, N. Y.; Stuart Bratesman, Provi- 
dence Gas Co., Providence, R. I.; R. V. Clark, Rochester Gas 
& Electric Corporation, Rochester, N. Y.; A. Greacon, The 
Brooklyn Union Gas Co., 176 Remsen Street, Brooklyn, N.. Y.; 
Guy Philp, Kings County Lighting Co., 6740 Fourth Avenue, 
Brooklyn, N. Y.; S. C. Rieser, Laclede Gas Light Co., 1017 
Olive Street, St. Louis, Mo.; V. E. Shepherd, Central Hud- 
son Gas & Electric Corporation, Poughkeepsie, N. Y. 





TORONTO CONVENTION LITERATURE OUT 

The first broadside to promote the sale of exhibit space 
at the Toronto convention of the International Association 
of Display Men, to be held June 11, 12, 13 and 14, has been 
sent to manufacturers and dealers in display materials. It 
is an eight-page affair carrying illustrations of the conven- 
tion hall and floor plans. 

Stressing the point that recent Toronto conventions have 
developed larger attendance for American organizations than 
gatherings held in the states, the breadside urges early selec- 
lion of space to insure satisfactory quarters. 
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SOR MERCHANTS — DISPLAYMEN ~— ADVERTISERS 


Service 


Bureau 


The DISPLAY WORLD Service Bureau will be 
glad to supply the latest authentic information about 
anything in the display line in which you are inter- 


ested. If you do not 


find your needs listed on this 
blank, write a separate letter. 


If we do not have 


the information you want on file, we'll find out for 


you. 


1. Avail yourself of our incomparable service 
facilities without cost or obligation. 


This service in- 


cludes an analysis of any display problem. 


OC) Air Brushes 

(0 Animated Signs 

(J Art Prints and 
Reproductions 

1) Artificial Flowers 

OJ Artificial Snow 

C) Art Screens 

(J Art Studies 

(] Backgrounds 

C) Background Coverings 

1) Books on Cardwriting 

CL] Books on Display 

C) Books on Draping 

CL] Bocths and Floats 

C] Brushes and Pens 

CL] Cabinets—Revolving 

(1) Card & Mat Board 

C] Cardwriters’ Materials 

C} Cash Carriers 

() Chairs and Seats 

CL) Color Lighting 

CL) Counters and Shelving 

() Crepe Papers 

1) Decorative Papers 

(1) Decalcomania 

C) Display Furniture 

(] Display Forms 

LC) Display Racks 

() Dividers—Show 
Window 

O) Drawings and 
Paintings 

(0 Drawing Boards 

(J Exhibit Displays 

C) Fabrics and Trimmings 

CJ Fixtures 

() Flags and Banners 

C1) Hammers—Window 

() Lamp Coloring 

O) Lighting—Equipment 

0 Lithographed Displays 

() Natural Foliage 

C) Pageants and Exhibits 


C) Plaques (Window) 

() Papier Mache 
Specialties 

() Plastic and Composi- 
tion Pieces 

[] Plushes and Velours 

‘L) Price Cards—Tickets 

(1) Price Ticket Holders 

1) Reflector. 

(1) Revolving Display 
Tables 

CL] Screens (Background) 

(J Socks—Window 

(10 Show Cards 

L] Show Card Schools 

1) Show Card Service 

C] Show Card Supplies 

(1 Show Cases 

_] Show Case Lighting 

[1] Signs—Card Holders 

Signs—Brass and 

Bronze 

[1] Signs—Electric 

L} Signs—Wood Letter 

CL) Stencil Outfits 

(J Stock Posters 

C] Store Designing 

) Store Fronts 

CL] Time Switches 

[) Valances 

C] Wall Board 

(1) Wax Forms—Figures 

C] Wickerware 
Specialties 

(1) Window Displays 

(J) Window Display 
Service 

[] Window Drapes 

CL) Window Lighting 

L.] Window Shades 

[}] Window Trimming 
Schools 

() Wood Carvings 


C] Do You Wish a Copy of Their Catalog? 
CJ] Do You Plan to Remodel Your Store Soon? 
[) Do You Plan to Build a Store Soon? 


Name of Firm_____ _~-----_ 











MAIL, TO 


The DISPLAY WORL 


CINCINNATI, OHIO 
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A New Figure In Utility Display 


John L. Ryan Forged His Way Toward the Front in 1927 With a 
Speed That Has Had Few Counterparts 


P in Auburn, N. Y., there is a young fellow 
who made 1927 a banner year for display 
with his company simply by seizing upon 
every event of seasonal or current interest 
and converting it into a merchandising 

asset. John L. Ryan, display manager for the Empire 
Gas ‘& Electric Company, flamed across the horizon 
of public utility display in 1927 in meteoric fashion. 
Scarcely known at the beginning of the year, by its 
conclusion he was recognized as an enterprising young 
thinker with a rare genius for evolving window spec- 
tacles that sold good will or appliances, service or 
stocks with equal speed and facility. 

The fascinating feature of his productions was 
their simplicity. Seldom were his installations in- 
tricate in construction; always their objective could 
be apprehended by the passer with slight effort. And 
always they were calculated to give utility merchan- 


at en 


PBEM 


Se 





dise or service a seasonal selling urge that endowed 
it with attractiveness and desirability not ordinarily 
present. 

When Easter came along he anticipated the cele- 
bration of re-awakening nature with a window that 
brought to mind the vital role of the kitchen range 
in preparation for this spring holiday. Easter dainties, 
and, above all, Easter eggs, required the use of a good 
range with controls that would enable the housekeeper 
to regulate heat readily. So Ryan came forward with 
a spectacle of huge eggshells broken in half with heat 
regulators emerging from them. In the center was 
a white enameled range, flanked by potted lilies and 
relieved by floor puffings of green plush. 


Naturally his public was challenged by this un-- 


expected tieup of stoves and Easter time. They had 
not been thinking of stoves as essential elements of 
Easter enjoyment. It was a revelation, and strong in 
its reactions because of its fo- 
cussing of attention upon little 
Made realized fact. 

Much the same results fol- 
lowed the appearance of a 
May display emphasizing the 
vacuum cleaner. May is tra- 
ditionally a period for moving 
and housecleaning, and enter- 
prising housekeepers usually 
plan to put their homes in 
spic and span condition during 
the month. All of the grime 
and lint accumulations of win- 
ter are brought to light and 
effaced by diligent use of clean- 
ing apparatus and soap. It 
is an ideal time to feature 
cleaners, and Ryan made the 
most of it without resort to in- 
tricate or complicated display. 
A miniature “billboard,” made 
up» as a May calendar, served 
as his attraction device, and 
two “dealer help” figures ad- 
vertising a standard make of 
vacuum cleaner virtually com- 
pleted his setting. There was 
a number of floor cards across 
the front of the window and a 





MERCHANDISING APPLI- 
ANCES—Under Ryan’s treatment 
utility appliances are made desir- 
able by emphasis on _ timeliness. 
This top display uses an Easter 
motive for range promotion, his 
upper center, house cleaning, the 
lower center, summer household 
problems, and the base urges careful 
preparation of the-furnace room for 
long months of winter firing. 
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few specimens of cleaner attachments, but the prin- 
cipal factors were limited to these three pieces. 

Later in the summer came a showing of washing 
machines and cleaners, bringing to view two of the most 
popular items of appliance stock sold during the sum- 
mer. Then, as the heat of mid-year became a domi- 
nating subject of conversation, vying for supremacy 
with popular interest in sports, Ryan attempted a daring 
innovation. Fisherman, golfer and baseball enthusiast 
might wrangle over the fine points of their chosen 
sports,, but all alike at the end of their exertion enjoyed 
equally the luxury of a hot bath. Emphasizing this 
idea was a capital bit of heater promotion, and Ryan 
dramatized it with a lawn setting divided by a walk. 
To the left was a lawn seat upon which lay a golf-bag 
and a fishing rod, while in the “grass” before it was a 
tennis racket and a bat and catcher’s mitt. Across the 
walk to the right was a water heater with a show card 
beside it that described its mechanical advantages. The 
underlying theme of the display, “After sport comes 
the bath,” was brought out strongly by a card placed at 
the end of the dividing walk where it passed from 
vision beyond the picket gate that marked the division 
in the background “boulder” wall. 

When the Empire Company moved into its new 
building last spring the young decorator seized the 
opportunity to pay a tribute’to the Auburn Rotary Club, 
which had assisted in dedicating the new quarters. In 
his window he placed three Rotary emblems as a center- 
piece and balancing embellishments. Two pageboy cut- 
outs posed to right and left of the center-piece, inclined 
toward it as if preparing for formal bows. 

Another instance of quick adaptation of current 
events to sales promotion was the utilization of “Fire 
Prevention Week” to advertising of home incinerators. 
Stretching across his valance a streamer lettered, “Safe- 
guard Life and Property—Fire-Prevention Week,” he 
contrasted safe and reckless methods of disposal of 
waste by a-two-unit display showing at the left an in- 
cinerator with a figure of a fireman in full uniform say- 
ing: “Help us prevent fires. Burn your rubbish.in a 
home incinerator.” To the right was a collection of 
barrels and boxes piled aimlessly and flanked by cards 
tabulating the losses in life and property through fire 
during the preceding year. 

Ryan has not yet reached his peak, for his work 
does not exhibit consistent finish and artistic qualities. 
But he has ideas and he knows how to use them. With 
these qualifications and a zeal for constant variation-and 
revamping of his showings, he is sure of progress as 
long as his enthusiasm burns brightly. 





SOLE DISTRIBUTORS FOR IMANS’ FIGURES 

Curtis-Leger Fixture Co.,‘ Chicago, Ill., are sole dis- 
tributors in the United States for the famous line of wax 
figures by Pierre Imans, Paris. The models now being shown 
are of marvelous beauty and indescribable charm, and will 
display garments to best advantage. 





A NEW GIFT SHOW FOR NEW YORK 


In order to better serve the retailers in the great metro- 
politan New York trading area with its 10 per cent of the 
total population of the country, a New York Gift and Art 
Show will be in full swing from March 12 to 17. This will 
be the first exhibit of its kind in New York City. 
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> Improve Display Windows 50% 


Send Glass Sizes for Estimate 
Designs and Materials —No Obligation 


CAMDEN ARTCRAFT CO, 160 N.Wells se. &% 


CHICAGO, ILL. 




























‘DISPLAYMEN AND EXECUTIVES - 


Will dispose of a large display card em- 
bossing machine, with complete equip- 
ment; reasonable. This outfit is almost 
new and will pay for itself in a short time 
in the quality, speed and individuality of — 
display cards. Write for details. 


R. S., | 
Care of DISPLAY W wanaen 








DISPLAY MANAGER | 
Thoroughly competent; 15 years’ experi- 
ence in all lines; 8 years in present posi- 
tion; aged 37, married; with excellent per- 
sonaditey and initiative; desires a change i in 


a similar capacity, or as an executive in a 
high-class organization. 


S. A., 
Care of DISPLAY WORLD | 











ART COURSE 


At last, a complete course in Layout, the 
vital factor in successful Sho Card and 
Sign work. Complete with illustrations. 
$2.00 brings it to you. It will revolu- 
tionize your work. Absolutely different 
from anything ever offered. 


P. & P. SIGN COMPANY 
838 Ninth Street, Portsmouth, Ohio 























OWN YOUR OWN COPY! 


If you are not now a subscriber to DIS- 
PLAY WORLD, you should become a 
regular subscriber. In this way only can 
you receive each issue regularly and 
promptly and preserve it t for future refer- 
ence. 


Only $2.00 Per Year 
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One of Weber's 
Pre-Christmas Windows 
Showing the Bookstands 
and Anniversary Cards 

in Position. Gold- 
Wrapped Holiday Boxes 

Are the Only Items 

Linking Up With Gift 


Promotion. 
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A Role for Windows Sans Merchandise 


How Two Successful Decorators Employed Settings Without Goods 
in Ushering in Opening of the Holiday Period 


HE very name of the show window implies that 
it should contain goods. That the common 
title of this publicity medium has no counter- 
part in “sign windows” or “poster windows” 
betrays in unmistakable fashion the character 
of its formatiye period. In days when domestic 

manufactures and imported wares were rare and costly, qual- 

ity was an item of great importance to the buyer, and it was 

a tremendous advantage to the merchant to exhibit his goods 

in his windows so that the passer might see and personally 

appraise the character of his offerings. 

It was a peried, too, when advertising was primitive and 
the window ranked first in importance as a means of ac- 
quainting the townsfolk with the arrival of new goods, or 
keeping before them the character and extent of. stocks. 

The merchandiser no longer expects to drive a hard bar- 
gain with hapless patrons, prevailing upon ignorance or lack 
of knowledge of the commodity to palm off shoddy materials. 
Prestige depends upon purveying goods of standard values, 
and window and advertising combine to herald their avail- 
ability and price to the public. The convincing power of 
demonstration has not been weakened by changing condi- 
tions, however, as good displays constantly prove. But it is 
no longer necessary to confine the window to merchandise. 
There are occasions when it is more profitable to employ it 
as a stage from which may be broadcast the message of 
the store concerning an approaching season or sales event. 

Windows sans merchandise can be used very profitably 
at such times to call into action buying trends likely to be 
deferred for weather or seasonal reasons. 


a 
di- Ny Neal 


| 
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It is not always easy to reconcile the masses to opening 
of the Christmas buying campaign immediately after Thanks- 
giving. Often the weather is comparatively warm and the 
snowy atmosphere of the Yuletide is entirely absent. Count- 
less schemes have been evolved to Offset this handicap. In 
the season just past, two remarkable illustrations of use of 
windows sans merchandise to accomplish this purpose have 
come to light. 

John F. Weber, display manager for Mabley & Carew, 
Cincinnati, and Earl H. Furmann, in charge of displays for 
Caheen Bros., Birmingham, Ala., were the mentors of these 
window schemes. In each instance they labored to introduce 
genuine Christmas windows more ndturally through an inter- 
lude of after-Thanksgiving displays that bore in the spirit of 
Christmas without intimation of mércenary motives. 

Weber secured a tiny Bible, with pages the size of a 
postage stamp, and this he made the principal feature of his 
pre-opening series. This tiny volume, mounted on a minia- 
ture pulpit with a magnifying glass poised above it so that 
its text might be read by the -passer, occupied an entire 
window. 

Here also was a pipe organ rising in a setting of greenery 
and candelabra to serve as a background for the tiny volume. 
Significant and yet original, and very seldom seen in win- 
dows except at Easter, the innovation proved a powerful 
means for arousing the passer to consciousness of the rapid 
approach of Christmas and the solemnity of the holiday. 

The organ was constructed of wallboard and paper. The 
base was wallboard, textoned and painted, and the pipes were 
in gold. The runners along the front were of red fabric 





~ 


Left, the Mabley & Carew Pipe Organ Window With the Tiny Bible on Display Before It—Right, Caheen’s Opening Window 
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edged in gold. The drops which lay upon them were in black, 
edged with gold braid. The entire background was covered 
with a hanging of black plush. The candelabra were in red 
and black with red electric candles, and they were swathed 
in bouquets of green foliage brightened with huge poinsettia 
blossoms. 

The rest of his front was given over to a succession of 
symbolic displays expressive of the approaching season. In 
each window was a stand upholding a huge book with opened 
pages, on which appeared a Christmas sentiment conned 
from the pages of great writers. Each was different and all 
were given lustre by gold-fringed covers of black plush that 
lay across their stands and trailed floorward. In a corner 
of each window was a card bearing the phrase, “This Is in 
Commemoration of Our Fiftieth Christmas Season.” On 
wrought iron tables at right and left were piles of holiday 
boxes in gold wrappers with red ribbon ties, the gold 
symbolizing the Mabley & Carew Golden Anniversary Year, 
then rapidly nearing conclusion. Stretching down from the 
backgrounds were long gold drapes that terminated in puffs 
under the wrought iron fixtures. Candelabra flanked them 
on each side, and in the exact center of the upper background 
wall a natural reindeer head served as the centerpiece. 

Fourteen windows were garbed in this fashion and for 
three days after Thanksgiving they silently but eloquently 
heralded the coming of gift-time. The spiritual significance 
of the holidays, not overlooked, broke upon the spectator 
from the pipe organ window as he paused to consider its 
unique presentation of holy writ. 

On November 28, Caheen Brothers held a store-wide open- 
ing, and their Birmingham establishment was preened for 
the occasion, its departments assuming gala garb of tinsel 
and ornament. Through the newspapers and windows the 
public was invited to visit every department and to “browse” 
around over their offerings of gift merchandise. 

Two days before this opening celebration, Earl H. Fur- 
man, the display manager, installed a “wareless window” to 
wish the store’s patrons a “Merry Christmas.” Snow was 
used on the floor and green and red colored lights made the 
foliage and snow glisten in true Christmas manner. The 
store was full of people all day and every department was 
busy. 

That the window was particularly noticed was evidenced 
by the fact that the store received hundreds of compliments, 
and many of the customers, according to Mr. Furman, seemed 
pleased that the most prominent window in the house was 
devoted to such a purpose. 





STENSGAARD ASSUMES NEW POST 

Resignation of W. L. Stensgaard, director of displays for 
the Stewart-Warner Speedometer Corporation, Chicago, III. 
to take effect January 15, has just been announced. Simul- 
taneously comes the announcement of his appointment as 
director of merchandise displays for the Montgomery-Ward 
Company. This should be a definite indication that Mont- 
gomery-Ward intend to inaugurate displays of a higher type 
than those usually seen in chain store organizations. It is 
understood that the Montgomery-Ward chain is to be de- 
veloped rapidly and that they will establish stores through- 
out the United States. 

Dan Hines will succeed Stensgaard as director of dis- 
plays for the Stewart-Warner organization. He has selected 
as his assistant Carl Balcomb, a recognized display specialist, 
rari with the Peoples Light Company, of Davenport, 
owa. 

It is understood that Stensgaard has selected W. Z. Coy, 
formerly with Miller, Rhodes & Swartz, of Norfolk, Va., as 
his first assistant, and that he will draft the services of many 
other well-known men in the display field for his department 
organization. 





NATIONAL CLOTHIERS TO MEET IN CHICAGO 

The fifteenth annual convention of the National Associa- 
tion of Retail Clothiers and Furnishers will be held at the 
Hotel Sherman, Chicago, from March 5 to 11. Among the 
subjects which will receive consideration at the gathering 
will be window display. 
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OUR NEW CATALOGS 
A Show Complete Lines of x 


[] Wood Window Fixtures 
(] Wrought Iron Fixtures 
[] Metal Window Fixtures 
[] Show Cases 

[] Store Equipment 











Mark which you are interested in and mail this ad to us. Give full 
prices and goods will prove a continual source of profit. 


\ "oH and address and we will mail whatever you want. Our 





Cincinnati Show Case & Display Fixture Co. 
232 Main Street Cincinnati, Ohio 











Attractive Advertising Is Effective! 
Effective Advertising Is Lasting! 
WITH 
Efficiency Display 
Interchangeable Fixtures 


Your Windows Can Be Made Attractive and 
Effective, and the Result is Lasting. 


Send for New Catalogue, Just Coming Out. 


The Efficiency Furniture & Mfg. Co. 


BEDFORD, OHIO 














Ask the Man Who Buys Here! 


Displaymen, Artists, Studios and Show 
Card Writers, We 








| 
| 
| 
Specialize on all art and show-card supplies for 
| Window Display Work. 
Brushes—Show Card Board—Water Colors— 
| Crepe Paper—Panel Paper. 
| Large Cutting Knife on premises can be used 
FREE to cut cardboard and paper in sizes to suit. 
| 
| 
| 
| 


Eagle Sign Painters’ and Artists’ Supply Co. 
HARRY SCHLIFTMAN, Prop. 


314 West 42nd Street New York City 














LITHOGRAPHED DISPLAYS 
CUT-OUTS, POSTERS, ETC. 
LUTZ & SHEINKMAN, INC. 


LITHOGRAPHERS SINCE 1896 


2 DUANE STREET NEW YORK 











ven DECORATIVE PAPERS peepee 
AND CARDWRITERS’ SUPPLIES 


JME BECKER SIGN SUPPLY CO. 


Baltimore and Front Sts., Baltimore, Md. 










FOR QUICK RESULTS TO SELL USED 
DECORATIVES, USE THE 
OPPORTUNITY EXCHANGE 
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Managing A Sears-Roebuck Front 


How Two Men Devise and Install Nearly Six Hundred Displays Each 
Year for the Philadelphia Unit 


By C. S. PROPERT 
Display Manager, Sears-Roebuck & Co., Philadelphia, Pa. 


LEVEN windows are found along the store 
front of the Sears-Roebuck & Company 
store at Sixty-fourth and Market Streets, 
Philadelphia. Once each week all of these 
are changed. This means that we produce 

572 displays in the course of the year, and do it with 
two men. 

By the capable assistance of Mr. Bubat, who recently 
came over from Germany, I am handling these displays 





and doing my utmost to make progress against a series 
of handicaps. ; 

One of the problems is the disadvantage of a high 
rise and a very low ceiling, which can be noticed in dis- 
plays in the accompanying panel of illustrations. An- 
other drawback is the furniture window’s odd shape. 
The background where the rug is hanging has another 
window concealed behind it, and it is always a puzzle 
as to how to divide the two windows. In its present 
setting it represents a music 
room with a baby grand piano 
in the background, and, on the 
left wall, a large tapestry of a 
man and maid of colonial time 
playing the harpsichord and vio- 
lin, thus bringing out the music 
theme of the window. 

In a display of automobile 
accessories we turned over one 
of the largest windows to All- 
state tires and auto accessories, 
two of the largest selling items 
stocked by Sears, Roebuck & 
Co. It will be apparent that 
two large tires have been sus- 
pended from the ceiling with 
invisible wire, and that the good 
features of the tires have been 
brought out with core signs 
placed inside their rims. These 
proclaim the “brute strength” 
and “low price” of the tires. 
They were made by our card 
writer, Jack Tobin. We used 
a unit of auto accessories to 
brighten up the window, as we 
all know that tires alone make 
a very drab display. 

In the remaining windows 
you will notice that there is 
a touch of the southern atmos- 
phere. In the top picture we 
have brought out the extensive 
need of sport clothes and equip- 
ment. The entire floor of this 
window, which is fifteen feet 





PROPERT CREATIONS — A 
southern wear window emphasizing 
sports apparel shows type of trims 
affected by the Philadelphia Sears- 
Roebuck unit. In the center dis- 
play a section has been brightened 
by a futuristic stand. The base 
furniture showing is faithful in its 
adherence to room arrangement. 
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long and six feet deep, was covered with grass mats, 
which gave the window spring-time atmosphere. Pedes- 
trians tramping down the wintry streets found this 
scene alluring with its presentation of southern warmth 
in contrast with the baneful weather experienced in 
Philadelphia in the last few weeks. The art work on 
th descriptive sign in the center of the display is not 
very prominent in the photograph, but you can get a 


fair idea that here a bathing beauty sat on the sands of 


of the Florida shore. 
Last, but not least, in the shoe window you will 
notice he much-favored futuristic ettageres, each 


compartment with a different colored lining, the whole . 


blended together through a design which I made myself. 
Directly behind the ettageres you will notice a large art 
poster created by Mr. Tobin, which advertised the 
beauty parlor on the second floor of our spacious build- 
ing. This poster’s suggestion that a permanent wave 
would be very practical in going on a southern tour has 
produced a large amount of business for our beauty 
shop. 

A few wall-pockets have been hung against the fine 
background, and at intervals flowers have been artisti- 
cally placed so that when the lights are thrown or at 
night they stand out strongly, casting over the shoes the 
spell that gives the passer assurance that the footwear 
will be in keeping with the spring’s requirements. Our 
lighting system at the new store is one of the most per- 
fect systems in the country. 

In addition to our window displays, we have 240 
interior cases to trim, and all the superstructure thorugh- 
out the entire store. The backgrounds used in these 
windows are not bought. I make them all in a very 
convenient shop in the basement of our store. 





AWARDS IN THE WOLSEY CONTEST 

Conclusion of the Wolsey display contest, greatest of 
English window competitions, brought the major prize to 
A. F. Wickenden, of Messrs. Featherstones, Ltd., Rochester, 
who has been engaged in window display but a comparatively 
short time. His reward consisted of two hundred pounds, 
the equivalent of $1,000 and the Wolsey cup for one year. 
The second prize of one hundred pounds, or $500, went to 
A. J. Osborn, with Arnold’s, Ltd., Great Yarmouth. <A third 
prize of $250 was given to W. G. Braund of W. & A. Chap- 
man, Ltd., Taunton. Twenty prizes of $50, twenty of $25, 
and fifty of $10 each were also awarded. 


HARVARD BUSINESS SCHOOL IN NEW PROJECT 

The Harvard Business School has announced a special 
session for business executives to be given at the school dur- 
ing the coming summer. The following subjects will be 
available: Accounting Policies, Business Policy and the Law, 
Finance, Marketing, Sales Management and Advertising, 
Marketing, Retail Store Management and Advertising, Pub- 
lic Utility Management and Economics and Railway Trans- 
portation. Each course will require the full time of the 
student and classes will meet for four hours daily. The case 
method involving informal discussion of actual business prob- 
lems will -be followed. 


COMPARE WINDOW CIRCULATION WITH OTHERS 

Comparison of the efficiency of the window with news- 
paper advertising on a basis of cifculation is to be made 
by the I. A. D. M. as a result of the persistent demand for 
information on window circulation. Under the direction of 
President W. L. Stensgaard a canvas of the organization’s 
inembership is now being made through a questionnaire which 
is designed to collect data on the relation between store 
location and the number of passers, length of time windows 
are lit, and the period during which the store is open. 








DISPLAY 


WORLD 43 - 





ss 


that vis he charm of Beauty 


* 


Occasionally. you meet a girl who 
has a wonderful knack for wearing 
clothes. Whether she is dressed in a 
gingham apron or an expensive eve- 
ning gown, she always looks charm- 
ing. Her radiance is reflected to the 
garment—it looks just right. 


Beautiful, natural-appearing wax 
mannequins do exactly the same 
thing. Imans, with his beautiful 
models and his marvelous artistic 
ability, gives all his models that in- 
describable charm—that magnetic 
““it’’-—which enhances the garment, 
makes it more appealing and sells it. 


‘Use Imans’ Wax Mannequins and 
increase your garment sales. 


Pierre Imans’ 
Wax Figures 


for 


Natural 


Cuntis-Leger Fixtune a 
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Annual Meeting of Bureau 
Results in Stronger Organization 


Large Attendance Enthusiastic Over Past Accomplishments and Confident 
of the Future for the Window Display Business 


The annual meetings of the stock- 
holdérs and board of directors of the 
Window Display Installation Bu- 
reau, Inc., were held at the offices of 
the company at Cincinnati on Satur- 
day, January 28. The attendance of 
the associates was double that of 
last year and offers the best evidence 
that the Bureau’s organization is be- 
coming stronger and stronger and 
that the relationship between the 
central office and associates is be- 
coming more definite, bringing about 
a unity of purpose and effort that is 
so necessary in an undertaking of 
this nature. ‘ 

Many of the associates arrived on 
Friday morning and found the con- 
tact and discussions with their co- 
workers so interesting and beneficial 
that most of them did not leave Cin- 
cinnati until Sunday evening. All 
left feeling more than repaid for 
the time and-expense that the trip 
entailed. 

One of the revelations of the meet- 
ing was the stronger position that 
is being attained by the associates 
in the smaller cities, this being the 
result of the Bureau’s operations 
during 1927. An increasing volume 
of installations is putting them on a 
sounder financial basis, they are 
operating in a more business-like 
way, and are to be depended upon 
for prompt and efficient service. The 
quality of installations in the smaller 
cities has shown vast improvement, 
and is, in fact, equal to that of the 
larger cities. 

Considerable time was devoted to 
the contractual relationship between 
the Bureau and its associates. This 
matter was discussed at quite some 
length, and it was the unanimous 
opinion of those present that for the 
mutual benefit of all concerned a 


stronger bond between them was ab- 
—Advertisement. 





solutely essential. Accordingly, a 
new contract was drafted that will 
bring about considerable progress in 
this direction. It will mean that the 
Buerau during 1928 will be even 
more certain of the dependability 
and cooperation of its associates 
than ever before. Most of the asso- 
ciates are stockholders of the Bu- 
reau and were quick to see the many 
benefits that would accrue from a 
strengthened organization. During 
the discussion the enthusiasm of 
those present for the work already 
accomplished by the Bureau was 
most marked and forecasts a spirit 
that is sure to make the Bureau’s 
work more and more successful. 

One of the biggest accomplish- 
ments of the meeting was the deci- 
sion to appoint regional vice-presi- 
dents, each to be responsible for the 
associates located in his respective 
territory. This will provide for the 
first time periodic supervision and 
inspection of the work of the various 
associates and will make possible 
group meetings of associates in each 
territory, at which time problems 
and plans can be discussed and 
solved. 

After the transaction of regular 
routine business, the officers were re- 
elected for the ensuing year, as fol- 
lows: R. V. Wayne, Detroit, presi- 
dent; S. J. Hanick, Philadelphia, 
vice-president ; W. G. Vosler, Cincin- 
nati, secretary ; Geo. Altman, Colum- 
bus, treasurer; Robt. H. Knapke, 
Cincinnati, business manager. A. J. 
Thornhill, St. Louis, was elected to 
the directorate, the board of direc- 
tors now being constituted as fol- 
lows: R. V. Wayne, Detroit; Geo. 
Altman, Columbus; W. A. Stark, 
Kansas City; Geo. E. Dugdale, 
Cleveland ; W. G. Vosler, Cincinnati; 
A. J. Thornhill, St. Louis, and S. V. 





Hensal, Akron. 

The Board of Directors was in- 
structed to work out a plan whereby 
it would be possible for each and 
every associate to attend the annual 
meeting, because it was readily seen 
that such an accomplishment would 
mean so much to the Bureau. The 
discussions during the meeting cover 
so thoroughly the entire window 
display service business that all at- 
tending have much to profit in closer 
contact with each other and in learn- 
ing of and understanding the experi- 
ences and successes in different parts 
of the country. 

The report of the business man- 
ager, Robert H. Knapke, showed a 
substantial increase in business for 
the year 1927, and a method of pro- 
cedure that elicited a well-merited 
amount of praise. The headquarters 
office is now so well organized, has 
handled the vast amount of detail 
connected with the execution of na- 
tional display contracts so efficiently, 
that the subject of the central office 


needed little discussion. Mr. Knapke’ 


was unusually enthusiastic over the 
prospects for the ensuing year, re- 
porting a large volume of business 
already booked and many new cam- 
paigns under consideration. In fact, 
he was able to report such a sub- 
stantial increase in business handled 
during January that the Bureau’s 
success during 1928 is now an as- 
sured fact. ; 
The Bureau has devoted this space 
to a report of its annual meeting 
only because it felt that this is a 
matter of vital concern to all its 
clients and prospective customers, for 
it proves that its organization is one 
of sound -construction, the various 
members being sufficiently interested 
in its affairs to warrant the time and 
expense that attendance involves. 
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MINNEAPOLIS, MINN. 


A Display Service for National 
Advertisers 


Tri-State Window Display Service 
116 S. 4th St. 


H. Brooks, Manager 


COLUMBUS, OHIO 


Your Satisfaction Means Our Success 


F. ALTMAN & SON 
415 S. Third St. 
George Altman, Manager 


CINCINNATI, OHIO 


Hamilton, Dayton, Springfield and the 
Complete Cincinnati Trade Market 


CINCINNATI DISPLAY SERVICE 
22 Pickering Bldg. 
Walter G. Vosler, Manager 








CHATTANOOGA, TENN. 
The South’s Up-to-Date Display 
Service 


Hal Cady Window Display Service 
418 Cypress St. 


Hal Cady, Manager 


ST. JOSEPH, MO. 


Window Displays That Step Up 
Your Sales 


CHARLES TEXTOR 
1618 Buchanan Avenue 





DETROIT, MICH. 


Entire State of Michigan and Toledo, O. 


Detroit Window Display Service 
438 E. Woodbridge St. 


R. V. Wayne, Manager 


KANSAS CITY, MO. 


Established and Reliable Display Service 


STARK DISPLAY ADV. SERVICE 
3112 Holmes Street 


W. A. Stark, Manager 








FORT WORTH, TEXAS 


And Surrounding Territory Thoroughly 
Covered. Our Clients Always Satisfied. 


HUNTSMAN DISPLAY SERVICE 
1404 Washington Street 
W. L. Huntsman, Manager 





CLEVELAND, OHIO 


Covering the Cleveland Market and 
Surrounding Points 
WHITMER DISPLAY SERVICE, Inc. 
1405 St. Clair Ave. 

George E. Dugdale, Manager 





OUR SERVICE IN BRIEF 


Guaranteed Window Display Installations in Over 


Seo CIiTiEggs 


Throughout the United States 
by Dealing Only With 


ONE OFFICE 


We install window displays through local asso- 
ciates for national advertisers in any quantity 
on any product in one city or number of cities 
anywhere in the United States. 


We guarantee first-class quality installation 


work according to set specifications. 


advertiser of detail; 


Relieves 


saves time and money 


through many exclusive and helpful features. 


Complete Portfolio of Information Sent on Request 


Window Display Installation Bureau, Inc. 


The Window Displays of the Nation from Coast to cone 
Executive Offices 


-24 Pickering Building 












Cincinnati, Ohio 


MOBILE, ALA. 


Complete Window Display Installation 
Satisfaction Assured 


VAN ALLER’S DISPLAY SERVICE 
250 Stocking Street 
Godfrey H. Van Aller, Mgr. 


ALBANY, N. Y. 

And Eastern New York State 
Complete Window Coverage 
CAPITOL ADVERTISING SERVICE 
688 Morris St., Albany, N. Y. 
Joseph B. Carey 


CHICAGO, ILL 


Reliable and Prompt Display Installations 


CHICAGO WINDOW DISPLAY 
INSTALLATION SERVICE 
179 N. Wells St. 


M., J. Latz, Manager 


PHILADELPHIA, PA. 


A Complete Window Coverage of This 
Prosperous Territory 
THE S. J. HANICK CO. 
Samuel J. Hanick, Mgr. 
925 Cherry Street 


INDIANAPOLIS, IND. 


Complete Coverage for National 
Advertisers 


PIONEER DISPLAY SERVICE 
113 S. Capitol Ave. 
Fred W. Weber, Manager 


AKRON, OHIO 


My Service in Conjunction With Your 
Business Will Be a Big Success 
HENSAL DISPLAY SERVICE 

534 Parkdale Drive 
S. V. Hensal, Manager 


LOUISIANA—ALABAMA 
MISSISSIPPI 


Display Service for the South 
Drug and Grocery Trade 
NALL & NALL 
Box 355 
539 S. Front Street, New Orleans, La. 


























PITTSBURGH, PA. 
Get Into This Big Market 


PITTSBURGH WINDOW DISPLAY 
COMPANY 
1209 Sheffield St., N. S., Pittsburgh, Pa. 
P. P. Hughes, Mgr. 


BOSTON, MASS. 


Maine, New Hampshire and Vermont. 
Every Installation Guaranteed Satisfactory. 
New England Window Display 
Service 
161 Massachusetts Avenue 
Herbert M. Copellman, Manager 
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Do Your Clothing Trims Advertise? 


Or Are They Merely Exhibits of Goods? Most of the Appeals That 


Lead to Buying Can Be Stressed 


HEN an advertising writer sits down to 
whip out the copy for a sales event but 
one problem concerns him. That is how 
to develop a buying urge that will make 
the occasion a success. First-hand ac- 

quaintance with the mechanics of selling enables him 
to choose the subject matter most likely to stimulate 
quantity buying. He weighs the various appeals appli- 





Color a Spring Asset + 





cable to his goods and decides upon the most appropri- 
ate. With this basic labor accomplished, he writes 
his copy. Style, seasonability, price, beauty, comfort, 
odor, taste, relief from pain, are some of the leverages 
for buying. Whatever adds to personal satisfaction, 
security, pride, ease, profit or economy, rouses desire, 
the forerunner and developer of the sale. 

How does the windowman approach window adver- 
tising? Does he stop to ponder 
the effect that his goods will 
produce upon the viewer? Does 
he seek ideas that will trans- 
form mere presentation of his 
wares into an energetic bid for 
business? Or does he assume 
that showing his suits or fur- 
nishings before pretty panels 
or with colorful plush embel- 
lishments will accomplish the 
effect he seeks ? 

All too often he does. To 
him window display consists 
wholly of placing the goods in 
the: window with a pretty but 
innocent card as the only sell- 
ing agency. Foliage, mirrors, 
panels, hangings and lights be- 
come his primary reliances in 
arousing desire, and all his 
efforts are bent to developing 
interest in the beauty of his 
wares. On symmetry and color 
he rests his case wholly and 
without reserve. 

Color has its place, and it 
has more importance at the be- 
ginning of a season than at any 
other time. It should not, how- 
ever, be made the foundation 
for buying appeal other than 
price. The poster window has 
not yet come into common use. 
Several of the most prominent 
exponents of display have used 
it in the clothing and furnish- 
ing field with pronounced suc- 
cess. It deserves greater atten- 
tion. 





EXTREMES IN APPEALS—Top, 
strong human interest display by 
Morris Black, Strouss-Hirshberg’s, 
Youngstown, Ohio. While E. H. 
Lisle’s, Oklahoma City trim and 
William Hanly’s display for Levi’s, 
Nanticoke, Pa., are excellent, they 
lack the interest that the naturally 
posed figure develops. They feature 
goods, Black, adaptability. 
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But now is a time when the color appeal can be suc- 
cessfully used. The garment that was somber enough 
for autumn is too dark to tone with the lively hues of 
reviving nature. ‘Fhe russets and tans of fall strike a 
jarring contrast with the flowers and bright skies of 
spring. In the following illustrations of use of color 
as a seasonal asset, the examples are drawn from last 
fall. The displayman will, of necessity, adapt the idea 
to spring conditions by substitution of appropriate color 
and foliage. 


Ed. H. Lisle, display manager for the McEwen- 
Halliburton Co., Oklahoma City, has an excellent in- 
stance of good use of color in a beautiful window which 
appears in the accompanying plate. Using a giant 
screen, ten feet high and twelve feet wide, to dominate 
his display with its autumnal tones, he made it con- 
spicuously seasonal. Around his screens he placed a 
grill executed in gold, and on the floor were black velvet 
mats. The display registered and sold merchandise 
promptly because of the strong mode of emphasizing 
seasonal color requirements. 


William Hanly, Lew Levi, Nanticoke, Pa., used the 
same method in a less pretentious offering, but he limited 
his decoratives to clusters of fruit symbolic of the har- 
vest period. Suggestion rather than domination proved 
just as effective from a sales standpoint, winning pat- 
ronage by impressing the passer with the necessity for 
fall apparel. —~ 

But very different and more in accord with the plan 
of linking commodities with the wearer’s activities is a 
display installed by Morris Black, display manager for 
the Strouss-Hirshberg Co., Youngstown, Ohio, during 
the opening of their new store. Here a figure was 
posed beside a radio receiver as though listening to a 
program. One hand at the dial and the other on a 
“smoker” as though reaching for a cigarette told of nor- 
mal cravings and relaxations, and brought home to the 
passer the pleasures of these contenting diversions. By 
Mr. Black’s deft touch the clothing display was vitalized 
with a realism that was not merely arresting. 


Clothes are a necessity, but the buyer does not pur- 
chase them for exhibit upon headless dummies. He 
wants them to wear at work and at play, and their de- 
sirability is enhanced by their demonstrated fitness for 
both occasions. Even though the patron knows this, 
and is presumed to be more interested in fabric and 
price than in pretty theatricals, his interest is greatened 
if the shilly-shally and obviously utilitarian aspect .of 
the display is cast off. The utilitarian idea can be over- 
done. Utilitarian it may be for the dealer to simply 
show his goods, but it never becomes such for the pat- 
ron. Headless creatures with handkerchief-covered 
necks are not encountered in the daily rounds. For the 
wearer, clothing display becomes utilitarian when its 
uses and its compatibility with his needs are made 
apparent. 


This is an approach that has convincing and winning 
qualities that clothing executives can profitably remem- 
ber. The man who buys their merchandise as it stands 
does not need half the prompting required for the less 
acute. But he, like the man who is not sure that he is 
in the market, will react much more enthusiastically to 
windows that depict clothing in actual use. 
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The New 
Crinkle Crepe 


The Tuttle Press Company has per- 
fected a new Crinkle Crepe, more 
workable than any crepe heretofore 
put out. It gives up 100% stretch 
freely and without breaking. It is 
tough and pliable, coming in the same 
bright, sunproof colors as_ before. 
You’ll be amazed at the workability 
of this new paper. Try it. 


ess Co. 


WISCONSIN a) 











The new booklet 
“B,” “Decorating 
bd yal with 
Crinkle Crepe, 
is just off the NKLE 
press. Send for R PE 


your copy. 








ATTRACTIVE 
DRAPES 


MAHARAM FABRICS, made 
in our own mills, are unusually 
beautiful and distinctively 
original in design. 


Send for Samples 


MAHARAM TEXTILE CO. 


107 W. 48th St., New York City Bryant 2511 


























The Maiket Place of the 
Display Industry 


The Opportunity Exchange is a regular feature of 
each and every issue of The DISPLAY WORLD and 
provides a‘ quick-action want-ad medium. 

It will sell your used display material, it will locate 
special display material, it will put employer and 
employee together when a position is open or a posi- 
tion is wanted. 

The cost is only $1.50 per single column inch, cash 
with order. Use it at every opportunity. 


Address Advertising Department 
The DISPLAY WORLD 
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Winning Contests with Village Trims 


Forty-two Prises in National Competitions Have Been Awarded Me in 
Last Two Years—How I Get a Maximum From Minimum Expense 


By LLOYD R. CADY 
Display Manager, Phelps Dodge Mercantile Co., Dawson, New Mexico 


VERY young fellow makes up his mind 
that he wants to enter some business or 
profession that takes his fancy. I had 
always thought that I wanted to be a 
stage director, or a scenery man, with 

some large theatre or moving picture company. I had 








two brothers that were displaymen, and were experts 
in their work. When they found out that I had de- 
cided on a trade along their line they told me to take 
up display work. One day, while watching one of 
them at his work, it came to me that display work 
was what I really wanted. I pictured in my mind the 
retail store as the. theatre, the 
windows the stage, and so I took 
up the work of displayman. 

I have only been at the pro- 
fession a little over two years, 
and all that time in small 
towns with concerns that do 
not believe in spending much 
on their windows, a_ policy 
which seems to obtain with 
many firms in small towns. 

In the past two years | 
have won forty-two prizes 
from national advertisers on 
my window displays, prizes 
running from five to fifty dol- 
lars, and, considering that I 
have only had two years’ ex- 
perience and in small towns 
where I have had nothing to 
work with except what I have 
made, I naturally feel that I 
am making good at my work. 

As I said, I think of my 
store as a theatre, the windows 
as its stage, and I trim them 
as such. This conception seems 
to clash with accepted views. 
In the cities and small towns 
that I have visited I _ have 
found permanent backgrounds 
in high favor. With this policy 
I differ because I believe that 
the background is one of the 
most important elements of the 
window and I try to extract the 
utmost benefits from it. 

Here is how I arrange my 








CADY’S UNIQUE BACKS— 
Painted backgrounds are Cady’s 
hobby and these prize winners show 
how he uses them. The top shows 
a white and green Sheaffer pen 
trim; the center, fourth prize in 
Hickok’s 1927 July contest; lower 
center, Fathers’ Day display, ma- 
terial used third time, painted in 
gloss paint, in yellow and rose; 
base, Miller bathing cap and bath- 
ing suit display. 





Feb 


will 
wid 
slid 
tem 
and 
a rt 
cial 
clin 
take 
mor 
seel 
if tl 
gro 
witl 


time 
a m: 
play 
grou 
it. 
pain 
I 
or fi 
a or 
also 
I us 
Scen 
tion, 
that 
I: 
with 
moti 
ss 
my 
Floo 
use ¢ 
I wis 
light 


Ti 


Battl 


He ust 
it a lit 
saddle 
train. 
cave, < 
treasut 
gorical 
Ber 
play, f 
to port 
motion 
Was a) 
ina sl 
many y 
his eye 
bucket, 
childre 
scene gs 
The 
withdre 
forced 














February, 1928 





windows: First, [ take one inch strips one-half inch 
wide and nail two of them to my ceilings with similar 
slides on the floor. With these as supports for my 
temporary backs, I can make up panels of wallboard 
and slide them into the window, and out at will. As 
a rule, I leave the center space open and make up spe- 
cial panels that are fitted in as occasion dictates. Still 
clinging to my conception of the window as a stage, I 
take pains to change the backs at least every three 
months. I don’t believe that the public would enjoy 
seeing the same scenery at a theatre every night, and, 
if the stage is the prototype for the display, the back- 
ground must be changed from time to time, at least 
with the change in seasons. 

The wallboard panel can be painted over time after 
time, reducing the expense for material to a minimum, 
a matter that is of real concern to the small-town dis- 
playman. I have used the same material in my back- 
grounds as often as six times, simply by repainting 
it. Asa rule, I use alabastine the first time, then flat 
paint, then gloss paint, and finally ‘“Textone.” 

I also favor screens a great deal, painting scenery 
or figures on them. For material I use wallboard with 
a one-inch moulding around the edges. Tapestries 
also contribute their warmth to my backgrounds, and 
I usually make them of a slip satin with high lustre. 
Scenic panels, made of sheeting, sized with a glue solu- 
tion, and painted in oil, are products of our workshop 
that often are employed. 

In all my displays I try to use an attraction device 
with definite human interest. Sometimes we essay 
motion, as when we show a ship plowing the seas. 

Lighting is important. I like plenty of light in 
my windows and use overhead concealed fixtures. 
Floodlights and spots play an important part. I also 
use color screens a great deal, most frequently when 
I wish to create an evening effect. I know that color 
light draws a great amount of attention. 





Transforms Basement Into Cave 


Battle Creek Windowman Provides Lure for Children 
By Novel Fittings for Store Interior 


AVING last year evolved the unique idea of a special 
train for Santa, Willard A. Bergy, display manager 
for Schroder Bros., Battle Creek, Mich., felt it 
necessary to extend himself to pass previous records. 

He used the same train entry for Santa as before, but to make 
it a little more interesting he gave away a Shetland pony, with 
saddle and bridle, and made him the feature of the special 
train. The prize was kept:in an improvised stall in the toy 
cave, a section of the basement which had been formed into a 
treasure cove by building a huge rock projection, with an alle- 
gorical frieze of nursery pictures, over the stairway. 

Bergy is not overly loyal to the orthodox Christmas dis- 
play, finding it more interesting to the mass of his spectators 
to portray some familiar nursery rhyme or tie up his toy pro- 
motion with “wild” animals. This year his chief attraction 
was a mechanical rendition of “The little old woman who lived 
in a shoe.”* The old woman religiously spanked one of her 
many youngsters, the goose bobbed its head, and the dog rolled 
his eyes from side to side. Three youngsters, fishing from a 
hucket, bobbled and squirmed in a laughable skit that pleased 
children and grown-ups equally. The background was a wood 
scene showing a castle in the clouds, all specially lighted. 

The window was on view for two weeks, and when it was 
withdrawn Battle Creek children and their mothers almost 
forced a return engagement. 
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The Light That Says 
“COME IN AND BUY!” 


Sun-Ray Spotlight complete 
with five assorted color films 


$7.50 


At this new low price you can 
afford to install a number of 
spotlights to improve your 
displays so that 
they compel at- 
tention. 









Sun-Ray Spotlights and Floodlights are uncondition- 
ally guaran.eed. 


Made of paraluminum, the new metal that stays new! 
Will not break, crack,’ chip or peel. 


Used by the prominent department stores and chain 
stores everywhere. 


Sold by leading display fixture dealers and electrical 


~ Suw-rad 


Inc. 


Lighting Products 


i119 Lafayette Street, New York 

















Window 
display 
installation 
service 


The 
Reuben H. Donnelley 
Corp. 
Chicago Philadelphia 
352 E. 22nd St. 1214 Race St. 


New York 
79 Madison Ave. 
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Indian Patterns Catching Public Fancy 


Display Windows of Nation Reacting to Move of Mallinson to 
Convert Aboriginal Designs to Silk Fabrics 


HEN the Mallinson Silk Corporation de- 
cided that primitive American art offered 
designs for silk fabrics that would quickly 
catch the favor of modish femininity 
they found the retail field instantly re- 

sponsive. Conventional patterns executed in time- 
honored style, even though varied in treatment and 
refreshed by employment of recreations of nature’s 
prodigality to flower and fruit, had become stereo- 
typed. Gorgeous florals, warm in the radiance of 
Summer’s brightest blossoms, tall spikes of autumn 
august in its imperial hyes, marvelous markings in 





check and stripe had become so common that a new 
note was needed to stir the buyer’s interest. 

East and west, Orient and Occident, had been 
scoured time and again for ideas. Was it possible 
that our own continent might yield a new and virile 
form of expression? No sooner had the thought 
leaped to mind that Mallinson realized that the Indian 
weavers had a wealth of original designs to offer. 

Primitive, irregular, but, on the whole, symmetri- 
cal; bright in coloring, Indian art seemed a well to 
which the pitcher had but seldom gone. They drew 
on it for ideas, they reproduced the fashionings of its 
artists in their prints, and 
entered the season of 1928 with 
the most unusual fabrics upon 
the market. 

No sooner were their pro- 
ductions ready for inspection 
than merchandisers and dis- 
playmen were agog with in- 
terest. Scores of them went 
down to New York to see their 
initial presentation. Distribu- 
tion was widespread, and, now 
scarcely sixty days since their 
introduction, they have been 
borne into the windows of lead- 
ing stores throughout the con- 
tinent. 

In nearly all of the displays 
that have been witnessed since, 
the windowmen have been keen 
enough to realize that emphasis 
upon their Indian origin was 
essential to explain as well as 
to exploit them. Indian figures 
have been associated with them 
in case after case, and, where 
they have been lacking, back- 
grounds or set pieces have been 
used that overcame this defi- 
ciency. 

An. interesting group of 
windows furthering the pub- 
licity of these prints was pro- 
duced by Andrew A. Matzer, 
director of displays for the 
F. & R. Lazarus Co., Colum- 





_THE ABORIGINAL: TINGE.— 
Top, French draping scheme with 
Indian figure as draping stand used 
by Mr. Matzer; center, drapes with 
heads borrowed from Great North- 
ern Railway Co.; base, the Indian 
interior display setting used to link 
up the silk department with the 
window exposition of Mallinson 
Indian silks. 
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bus, O. In them, curiously enough, he combined with 
these imitations of ancient American manufactures 
a display technique borrowed from late European in- 
stallations. Facing about on traditional styles of 
draping, he introduced the novel French scheme for 
dropping the fabric straight down along the back- 
ground from the ceiling to terminate in a ripple upon 
the floor. Alongside hung other pieces draped from 
a corner and allowed to drop almost to the floor before 
being caught up and spanned across the outstretched 
arm of the Indian figure which served as a draping 
stand. As balancing fixtures, conventional tee stands 
were used. 

A modification of this idea was seen in one win- 
dow where the fabric was borne from stand to stand 
in undulating folds, a high central support serving 
- as the center of attraction. On each drape an Indian 
head or shield was placed. For the second week of 
this display Mr. Matzer secured twenty large Indian 
paintings from the Great Northern Railway Company, 
executed by Kathryn W. Leighton. 

Within the store, fresh effort to arouse buyer in- 
terest was made through a departmental interior dis- 
play that transformed a corner of the silk department 
into an Indian settlement. Here was the tepee nestling 
among drapes of silk. Here stood two grim redmen 
in full regalia, gazing in motionless placidity upon 
the throngs of bustling shoppers. Behind them rose 
bowers of maple and oak leaves, and under them 
stretched the green sward of grass mats. 


DISPLAY CRAFT BUILDS SAKS FIXTURE 
The Display Craft Co., of 1350 Broadway, New York 
City, has built and installed the .new bag fixture now being 
used in the Saks-Fifth Avenue New York Store. Towering 
nien feet in height, and approximately that in width, this 
new display stand stands impressively in a window for which 
it was especially designed. From the wide platform at the 
bottom, it tapers gradually to the top to form the shape of 

a pyramid, through cleverly devised shelves and cubes. 
This ultra-modern bag fixture is made entirely of metal 
with glass shelves. Aluminum and bronze are used, the 
bronze for ornamental purposes. Through a special process, 
a milky white finish has been put on, thus taking away the 
metallic elements of aluminum and leaving a soft-burnished 
silver effect. 















Displaycraft Bag Fixture Designed for Saks 





A special feature of this fixture is the concealed illumina- 
tion which filters through the glass shelves, bathing it in 
diffused light, the colors of which may be varied at will. 
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ATTENTION! 


No problem to the displayman who has learned 


to use the richly smart and 


intensely individual 


ONLI-WA 
DISPLAY FIXTURES 


in solid walnut and wrought iron 


Read About Them—Learn Ho 


w They Can Fit Into 


Your Business—Write for Catalog No. 14—No 
Obligation. 





THE ONLI-WA 
FIXTURE CO. 


(Dept. D. W.) 


seal U. S. Pat. Of. St. Paul Ave., Dayton, O. 


Office and Salesroom, 3635 Lanc 


aster Ave., Philadelphia 
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Pyramid  Ruscus 


ural prepared with Trees, natural pre- 
removbale leaves, pared for indoor and 
from four to eight outdoor use, from 3% 
feet high. to 6% feet high. 





SPRING CATAL 





OG NO. 2 


in colors illustrating Artificial Flowers, 


61 BARCLAY STREET 


Plants, Trees, Vines, etc., mailed Free. 


Frank Netschert, Inc. 


NEW YORE, N. Y. 
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“I Used to be a Trimmer in Paris” 


Barney Beresford Bumpas Handed Quite a J olt to the Window 
Trimmer With This Disturbing Declaration, and Then— 


By OLD TIMER 


? 


USED to be a window trimmer—Paris— 

The words came hurtling through the show 

window, opening and landing like a club 

on the head of Rube Wilson, window 

trimmer extraordinary. Rube was newly 

in charge of the battery of show windows of the Eld- 

ridge, Elephant & Elias Emporium, now defunct, im- 

porters, exporters, manufacturers, jobbers, wholesalers, 

‘retailers, and, to the bromidic, what have you? His 

windows being expected to assist in the transfer of gold 

into the coffers of the Three E’s Emporium from the 

public’s pocket, in exchange for silks and laces and ap- 

parel and groceries and soforth, the remark brought 
Rube up with a jolt. 

He looked expectantly toward his helper, Dannie 
Casey, but slowpoke Dannie.never changed his pace. 
He continued his job of loading folded blankets onto a 
wood slide, that looked, when finished, as if at the pop 
of a gun they would shoot straight through the glass to 
the street—you know: Sold! and got the money, just 
like that! He removed a “gob” of pins from his mouth, 
by the very simple method of spitting them into his 
palm, long,enough to identify the speaker. 

“Bumpas,” Dannie grunted. “Barney Beresford 
Bumpas. Him an’ his steps. He makes me sick.” 

“Well!” ejaculated Rube to himself. “If they 
already had a trimmer from Paris here, why send for 
me? A crusty, second-rater like me, with a perfectly 
good trimmer from Paris behind the linen counter ?” 

Rube stepped over to a pile of blankets, frankly 
puzzled. Holiday season was over,.and the winter white 
sale in the making. Sharp orders had come from the 
head of the house that all fol-de-rols be dispensed with. 
Price only, together with heavily-ticketed, stocky trims, 
would this time “knock the public cold to view,” as 
Dannie mumbled. 

Stacks of blankets, rolled and tied with huge satin 
ribbon bows, pedestals and boards for slides to be gar- 
nered and set, left little time for working out puzzles, 
and Rube soon forgot the disturbing remark, dismissing 
it as one of those trifling annoyances to be expected by 
a travel-stained trimmer who had worked in most of the 
stores from the Lakes and the Gulf. 

Rube was a square guy, though. As fast as he got 
on to an idea himself he’d pass it right on to his assist- 
ants. When he couldn’t make it clear to them about 
“broken heights,” he dragged them up to the top of the 
Capitol building and made them look down on the roof 
tops, with their many different architects’ ideas of 
heights and roof lines, and kept them there till they 
saw what he meant. 

“Tf you don’t learn broken heights from the tower 
of the Capitol,” he’d roar at them, “T’ll build you a set 
of steps and let you trim on them! Don’t do that, lad!” 
he’d yell. “Don’t set that figure on a line with its neigh- 
bor! Push it out to the front of the glass—slam. it 


near into it. Don’t be ashamed to show it, boy, with 
that price ticket on its dress.’ Price tickets were 
used in windows in those days. “Here! Lower that 
stand! You're getting them all the same height. O 
Lord! Do I have to build you a set of steps? Don’t 
be a step trimmer, lad. Get down to your broken 
heights.” 

Strange to say, they all loved Rube, perhaps for his 


very frankness. The most he’d get in reply might be a 


mild, “They won’t go that way, chief,” or “I can’t—.” 

And gosh! How Rube hated that word “can’t.” 
Every time he heard it he thought of the thick-lipped, 
white-haired veteran sitting behind a dingy shiplap par- 
tition, on the third floor, that the E. E. E. Emporium 
had adopted in his youth and trained in the constant use 
of the word at times when the “can-be-done’’ looked 
the least plausible. For it was to Ge-orr-ge they must 
go when ideas must be worked out; Gee-orr-ge, who 
stood between them and th firm’s carefully reserved 


funds as a Grecian shield; Gee-orr-ge, who put the 


quietus on heart’s desire when funds were low. 

Let Gee-orr-ge do it. Sure. George was in that 
job for just that purpose, and it behooved you to stand 
well with him, for many’s the man who walked the 
plank when George’s “can’t be done” hadn’t been prop- 
erly received. To the higher-ups Gee-orr-ge was the 
“can’t be done” man; to the menials—well, George just 
tossed the menials down the cockpit, brushed the dirt 
off his hands and went ’way back to sit down and wait. 

But high on the pinnacle of the beautiful Capitol 
building, where the dome shown clear and gold, there 
was no such word as “can’t.” “Hie, Dannie, look! See 
that little blue roof with the white chimney sticking 
from it? Ain’t that a picture for Puck? Stuck ’way 
down deep among all the high-walled buildings?” The 
magnificence would grip Dannie and the boys even as 
it always gripped Rube, with its world of coloring, 
architectural lines, broken heights—all those things 
Rube was always spouting about. 

Rube usually did his “spouting” to Dannie. Dannie 
was a “darned” good listener. Eager! Not any too 
strong, though, with his helpless gray eyes, that con- 
trasted oddly with his raven black hair and eyebrows, 
like black threads, on his forehead. Perhaps it was the 
law of averages that was at fault—for Rube was a blasé, 
roughshod lad of the streets. A lad who had taken up 
window work because he could neither read nor write. 

“ T had to fight shy of them readin’ an’ writin’ an’ 
figgerin’ trades,” Rube always laughed. “So when I 
got a job luggin’ stands an’ saw that I didn’t have no 
nearin’ nor writin’ nor figgurin’ to do, I fell to studyin’ 
art to finish my trade. That’s why I’m no good at 
letters,” happily he would rave. But he never failed to 
finish, proudly, “But feel ’em;!’”’ indicating his shoulder 
muscles. “Now thump me back! Thump it, man! 
Can't ye thump?” | 
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Fact was, Rube was prouder of his brawn than of 
his art. He boasted he could lift a piano with anyone. 
Maybe that was how he got his jobs, eh? Yet for all 
his size and strength he could be as gentle as a kitten 
when such was expedient. Beauty and the beast, as it 
were. That was the right comparison. 

“T used to be a window trimmer—Paris—lI used to 
show my china on steps.” Barney Beresford Bumpas 
was at it again. 

“Steps! Steps! STEPS!” Dannie flung back. 

Rube glared at the oversize Bumpas, peeking in the 
window, watching Dannie place china cups and saucers 
on rubber-covered easels and twisted wire racks, that 
were in turn planted on circles, ovals and oblongs, sup- 
ported by 12-, 24- and 36-inch pedestals scattered like 
love notes about a low, five-foot- diameter circle center- 
ing the window, somewhat after the fashion of Colum- 
bus Circle, with its epic statuary. 

What was the fellow’s game, anyway? Had not 
Rube let Barney have his fling when he let him select 
the costly renaissance scarfs and centerpieces and tidies 
of immaculate whiteness that hung so gracefully from 
the pedestal slabs? When Barney had offered, “T’ll 
select them. I know just what your list calls for, Mr. 
Reuben Glue Wilson. And I'll carry them to the win- 
dow and hand them into Dannie myself. For I, too, 
used to be a window trimmer—Paris—!” Rube had not 
demurred. While frankly bewildered as to what grand- 
stand play might be in the mind of this Barney Beres- 
ford Bumpas, ex-officio decorator of a store in France, 
as Rube always regarded him, now presiding over the 
the Emporium’s linen counter, what was the idea? If 
he was such a great French trimmer, why stay behind 
the linens? Was he after Rube’s window job? Did 
Barney Beresford Bumpas covet Rube’s window job? 

“Well, Dannie,” Rube remarked a little later, as 
they stepped out of the last window, “I guess that'll turn 
the trick. Let’s go.” 

On their way to their den, over at the store’s ware- 
house where the window props were kept, Dannie picked 
at a banjo borrowed from the holiday toy leftovers, and, 
by way of let-down, danced to its music. 


Rube leaned his head on his forearms resting on a 
long bench before him, where he sat on a low ‘stool, 
his back turned to Dannie, his eyes s‘aring vacantly, 
and asked, for he must know: “Dannie; say, Dannie. 
Did Bumpas, Barney Beresford Bumpas, really learn 
the profession in Paris?” 

His features were sphinx-like as he listened for 
Dannie’s reply. 

“Sure! sure! sure!’’ Dannie’s voice shrilled to the 
tune of his crazy music. “Sure! sure! sure!” he re- 
peated, in a singsong tone. “Bumpas Steps learned his 
trade in Paris! He learned his trade in Paris all right! 
He learned his trade in Paris—TEXAS—and came up 
here to wait on the linen trade . . . Nothing wrong 
about that, is there?” suddenly, as he noted Rube’s ex- 
pression. 

“Gosh, no! Lordy, NO!” ejaculated Rube. He leaped 
from the stool on which he sat and tore over to his 
desk, and commenced feverishly to ruffle up the papers 
there. Paris—TEXAS! Paris—TEXAS! Paris— 
TEXAS! For he knew, tow, and could go ahead 
with plans for his opening in peace. 
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Liberal use of our various card stands holding your attrac- 
tive prices and announcements will “pep up” your sales and 
give you results you are expecting. 

We also make special fixtures such as are used by pro- 
You can meet this competition success- 
fully if you follow their methods and use “TIMBERLAKE” 
fixtures in your bargain basement and other departments. 
Write for information about any special fixtures you may be 


Being manufacturers, we are able to give you the very best 
service. Write for catalog 35-C and lowest prices. 


J. B. TIMBERLAKE & SONS, INC. 


Manufacturers of Display Fixtures 


JACKSON, MICHIGAN 




















Pier Cabinet Display Saad 


An Original Display Unit 
Created in the Modern Style 


Especially 


ef- 


fective for the 
display of 


small 


wares 


and accessories 
of every de- 


scription, 


add- 


ing an atmos- 


phere of 


dis- 


tinction to any 
window display. 


Four Color 
Combinations 
Antique Gold and 
Turquoise Blue 
Chinese Red and 

Gold, 

Old Ivory and 
Gold, 
Black and Gold. 
18”x36”, depth 9”, 


24”x48”, depth 12”, 
$39.75 


Our Special 


Ser- 


vice Department 
will cooperate with 
you in the creation 


and production of - 


special display 


units. You 


get 


the benefit of an 
able staff of dis- 


play artists. 


The Good-Art Polycraft Studios, Inc. 


3152 READING ROAD 





CINCINNATI, OHIO 
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Stocky Hose Trims Given Preference 


Judges in Arrowhead Contest Award Prizes to Producers of Sales 
Trims Giving Advertiser's Display Material Prominence 


By C. E. JORDON, JR. 
Advertising Manager, Arrowhead Hosiery Mills, Chattanooga, Tenn. 


S part of the ten-day sales plan which we 
conducied throughout the country from 

Septemlker 1 to 10 of the past year, we 

announced a window trim contest, for 

which we were to pay five hundred dollars 

as a first prize, three hundred for the second, and two 
hundred for the third. The rules stipulated that all 
contestants must “sign up” for an Arrowhead “sales 
kit” at an outlay of twenty dollars, must agree to stage 
an Arrowhead jingle contest from September 1 to 10, 
and that the windows entered in the competition must 





be trimmed during this period and the photographs 
mailed to us not later than September 12. The original 
photographs were to be mailed in every instance and 
two copies were to accompany it. 

We stipulated that these. prints must be eight by 
ten inches in size, but permitted them to be made from 
an enlargement of shots by smaller cameras. Names of 
the stores entering the photos were to be plainly marked 
on the back of the prints, together with the name of the 
displayman who installed the window. 

It was not our policy to compel the dealer to limit 
the goods shown to our product, 
but we felt that promotion of 
hosiery in showings with other 
merchandise called for presenta- 
tion of kindred or associated 
wares. For this reason we in- 
sisted that only collateral items, 
such as lingerie, dresses and 
shoes, should be included. Origi- 
nal arrangement of figures, 
hosiery, lingerie and miscella- 
neous combinations of novelties 
were permissible as long as the 
hosiery was limited to the Ar- 
rowhead brand. 

To assure the dealers that 
proper appreciation of display 
effort would be forthcoming, we 
pledged ourselves to secure 
judges with outstanding experi- 
ence in window trimming, and 
we made our pledge good by en- 
listing the services of J. M. 
Ward Yost, of the Set-Plus 
Window Display Service; Gus 
Henning, editor of the Store 
Service and Equipment Section 
of the “Dry Goods Economist,” 
and C. J. Potter, former presi- 
dent of the International Asso- 
ciation of Display Men. 

The response to our drive 
for windows was very hearten- 





SIMPLE SELLING TRIMS — 
Arrowhead contest judges showed 
marked favor for simple trims 
showing a variety of merchandise 
in connection with the manufac- 
turer’s display material. Thus they 
gave a $500 prize to H. S. Babcock, 
Boston Store, LaPorte, Ind., for the 
top display; $300 to Wick’s, Chi- 
cago, for the center, and $200 to the 
base installed by G. W. Grahlman, 
Silverman’s, DeKalb, IIl. 
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ing. A swarm of photographs began to descend upon 
us, and when the final judging was at hand over three 
hundred pictures had been culled for review by the 
judges. As there were but three prizes to award, elimi- 
nation of the unlucky was no mean task. In making 
their decisions they paid scant attention to art, either 
in arrangement or backgrounds. Conscious of the 
competition among manufacturers and the value 
which is placed upon exploitation of trademarks, they 
gave preference to displays which united sound selling 
effort with prominent placement of the company’s dis- 
play material. 

When they had concluded their work, H. S. Bab- 
cock, display manager for the Boston Store, Laporte, 
Ind., had been acclaimed as winner of the first prize; 
Wick’s Stores, Chicago, had received second, and the 
remaining prize had been awarded to Gerd W. Grahl- 
man, display manager for Silverman’s, De Kalb, Illinois. 

In his trim for the Boston Store, Mr. Babcock had 
used four main units of Arrowhead hosiery, placed a 
trifle back of the foreground, with five smaller drapes 
on tee stands and pedestals, before them. Arrowhead 
dealer helps, playing up the company trademark promi- 
nently, were placed in the right and left corners between 
the extreme and center units. Other Arrowhead win- 
dow cards and publicity material were posed toward the 
front, while the immediate foreground was occupied by 
boxes of our goods, with covers closed. 

At Wick’s, the big Arrowhead “dealer help” litho- 
grayh was placed in the center of the background on a 
platform decorated by an Indian blanket. With this 
arresting attraction device to secure attention, the win- 
dowman fashioned a stocky trim with tee-stand drapes 
of hose on each side of the platform, flanked by leg 
forms. Masses of men’s and women’s hose on stands, 
foot and leg forms, plateaus and boxes were in the fore- 
ground, and cards calling attention to the “Arrowhead 
Hour” on the radio programs were placed in frontal 
positions at right and left of the attraction device. 

Mr. Grahlman’s window was, perhaps, the most 
artistic trim of the winning group, its features being a 
grassy knoll in imitation of the pre-historic structures 
of the mound builders. Over this was placed the 
Arrowhead lithograph, and in the verdant spot at the 
base of the mound the radio cards, and counter cards, 
illustrating the modishness of Arrowhead hosiery, were 
plentiful. Farther back in the arcade window devoted 
to the showing was a wax figure, with hosiery well dis- 
played, seated in the center of a group of neat drapes. 
Merchandising features had not been neglected—each 
drape bore a price ticket. Jingle posters, radio cards 
and counter cards were also given good positions. 


NEW ADVERTISING MANAGER FOR ANGLO CO. 

Lewis G. Messing, formerly assistant advertising man- 
ager of the Charles Freshman Co., has severed his connection 
with that organization and joins the staff of the Anglo Dis- 
play Fixture Co., New York City, as advertising manager. 
This is in accordance with the company’s expressed plan of 
increasing its scope and its field of operation for 1928. A 
wider program of advertising has been decided upon as a 
means of assisting and making possible the vastly increased 
sales schedule to which the firm has committed itself. 








I. A. Crosby is display manager of Roberts Bros., Port- 
land, Ore., and not Mrs. Olave Ralph, as was inadvertently 
Stated ‘in the January issue of the DISPLAY WORLD. Mrs. 
Ralph is his assistant. 
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172 Atlantic Ave. Rochester, N .Y. 
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} DISPLAY FABRICS 


for 

} EASTER and EARLY SPRING NEEDS 
Are Now Ready in Greater 
Variety Than Ever Before. 


MENDELSOHN’S TEXTILE CORP. 
156 West 45th St. New York City | 
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By mail. Easy, scien- 
tific, thorough course. 
Earn $1.00 to $2.00 an 
hour in spare time. 
Learn while you earn. 
Wylie earned over $1,000.00 in prizes. Miller made 
cards after the fourth lesson. Anyone can learn by 
Botts Method. 25 leading card writers are contribu- 
tors. Some are: Frank Dodson, Donald Kester, G. D. 
erent Paul Massee, Frank "Tucker. Others next 
mon 


BOTTS COLLEGE, Botts Bldg., Guthrie, Okla. 
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ORN in Covington, Ky., 
just across the river 
from Cincinnati, Joseph 
G. Wernig might have 
been numbered among 

the sons of the Blue Grass common- 
wealth. But fate intervened with 
the removal of his family to Balti- 
imore while he was still a youngster, 
and it was in the old Maryland me- 
tropolis that he spent his youth. 

At an early age he developed a 
love for woods, and it was his ardent 
desire to become a cabinet maker 
when he reached manhood. When- 
ever it was possible he was toying 
with a wood block, carving it and 
embellishing it with- the figures that 
he had conned in such books as he 
was able to obtain. With pen knife 
and hammer and saw he fashioned 
furniture that bore creditable resemblance to his 
classical models. But poverty and an unsympathetic 
father thwarted this desire. The elder Wernig had 
no patience with the boy’s dreams and closed the 
avenues to their accomplishment by insisting that he 
enter the mercantile world. 

“I was exceedingly fond of all sorts of wood,” 
Wernig says in recounting the incidents of a career 
that has made him one of the best known window 
decorators of his home city. “Their beauty held a 
keen fascination to me and I spent many hours mak- 
ing various pieces of furniture and doing my best to 
put them together after the manner of celebrated 
masters. It was my intention to be-a master cabinet 
maker, but, after the manner of all dreams, this am- 
bition was to be wafted away. My father would not 
countenance such a thing, so something else had to 
be thought out, and, although I have never lost my 
delight in woods, I turned to different fields for 
employment. 

“T was just turning seventeen when I applied to 
Joel Gutman & Co., then the leading silk and lace 
house, for a position as bundle boy, and got it at the 
large salary of two dollars a week. Occasionally I 
had a few odd moments that I could put in on my 
hobby and I was working on a corner bracket of 
black walnut when a dignified Englishman approached 
me. 

“Where did you learn to do that kind of work?’ 
he asked. 

“When I told him that I had ‘picked it up’ his ad- 
miration was evident. ‘I could use a lad like you,’ he 








JOSEPH G. WERNIG 
Display Director, The May Co., é 
Baltimore, Md. money. But the cold winters along 





(The biographical sketch of Mr. Wernig is the thirty-ninth of a series 
now in process of publication) 


declared. ‘How would you like to 
become a window dresser ?’ 

“I was delighted, for the propo- 
sition appealed to me immensely. In 
those far-off days a ‘window dresser’ 
had to build all of his equipment. 
There were few fixtures, no back- 
grounds or set pieces. Naturally, a 
windowman could ‘use’ a boy handy 
with tools. 

“Thus I began my display career 
under the direction of Henry Ed- 
wards, just over from London, and 
the greatest displayman of the 
period. 

“T remained with Joel Gutman 
for five years and then went to Hull 
& Duttins at Cleveland because I 
saw a chance to make a little more 


Lake Erie always made me think 
wistfully of old Baltimore’s balmier clime, and, at 
the end of five years, I was back in the old city. 

“T obtained a place with Bernheimer Bros., later 
the Bernheimer-Leader Stores, and have remained 
here ever since, a period of twenty-five years. I am 
now display director for the local unit of the May 
Co., which bought out the Bernheimer-Leader Stores 
last September. 

“Tt is a great pleasure to have an opportunity to 
work for such an organization because of their thor- 
ough-going appreciation of good windows and the 
effort and money they spend on them. Good win- 
dows and good fixtures in plenty, merchandise that is 
always saleable—all this contributes to the satisfac- 
tion of the displayman whose heart is in his work, 
and whose work lies close to his heart.” 





INCREASED DISPLAY BUDGETS FOR 1928 


The Adler-Jones Co., Chicago, Ill., are receiving the 
most encouraging reports from their salesmen, now showing 
their spring line of decoratives throughout the country, that 
merchants will this year spend more for window display pur- 
poses than ever before. Competition is keener and they 
realize that they must make their show windows carry more 
of the burden of producing new business, and so, many of the 
displaymen are working with larger appropriations and buy- 
ing more decoratives. 





BEAUTY WINNER FEATURES RADIO WINDOW 


A pretty girl, winner of a recent beauty contest, was the 
demonstrator who turned a prosaic display of radios in- 
stalled by the Nathan Dohrmann Co. and Ernest Ingold, Inc., 
into a dynamic spectacle. On view at one of the busiest 
corners in San Francisco, the petite window saleswoman 
stopped thousands of spectators and conveyed to them in 
arresting fashion the message of the Atwater Kent dis- 
tributors. 
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SOUTHERN SMILAX (FRESH cuUT) 
Extra fancy quality; extra 
heavy packed ; large size case. $ 1 0.00 
Half size case, $5.00 


SMILA X—Silvered or Gilded 
ca... ae 


Half size case, $14.00 
Grass Mats—Natural Green Color 
i6"x72"; cach... dO 
Per Dozen, $29.00 
Prepared Oak and Beech Foliage 


Fireproof; green, brown, red; 
3 to 4 feet long; per pound.... .. 40c 


Per Case of 50 Pounds, $15.00 


Prepared Asparagus V®*,21¢# 
Short length, 18” to 22” long, per 100 .......... $6.50 
Medium length, 24” to 28” long, per 100........... 7.50 
Long length, 36” and up, per 100................. 9.50 
Pampas Plumes 
Be OS SO, ne ar a $0.30 
RM TANNED cas, ge ac sn kc de Ablow eanee sip SOE 40 
Metallic two-tone colord :.......0.6002 sc eceeececs 15 
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LARGE STOCK ALWAYS ON HAND. 
PROMPT ATTENTION AND QUICK 
DELIVERY GIVEN ALL ORDERS, 
LARGE OR SMALL, 


THE KERVAN COMPANY 


119 WEST 28TH STREET 


NEW YORK CITY 
































No. 2175R DIVIDER 


10 Designs and 8 Sizes to 
Choose From 


Write for Catalog No. 12, 48 
pages, fully illustrated, showing 
all the newest 
wrought iron display fixtures. 


creations in 


Wrought Iron 
Display Fixtures 









Stewart’s Fixtures Are Correctly Designed 


The STEWART IRON WORKS CO., Inc. 


18th and Madison Ave., Artistic Wrought Iron Division Covington, Ky. 
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BeCareful with Furniture Backgrounds 


Ordinary Permanent Types Clash With Home Environment— 
Considered the Most Valuable Asset of the Display 


HOWINGS of furniture require no fix- 
tures, but they exact a peculiar compensa- 
tion—they cannot be placed before ordi- 
nary wood backgrounds without disastrous 

. effects. Regardless of how much furni- 
ture is crowded into a display and how little resemblance 
to room arrangement is seen in the resulting compound, 
this polyglot mixture is not half so disconcerting to the 
viewer as a rich mahogany or a finely carved back- 
ground. 

All the remaining illusions of association with home 
usage are destroyed by its presence, and all of the smart- 
ness and skill of the displayman cannot prevent this 
result unless the background is covered. 

Homes do not have backgrounds. Walls may be 
covered with paper, cloth or paint, but never are they 
in mahogany or walnut wood. As the desire for furni- 
ture is predicated upon its fitness for inclusion in cer- 
tain rooms, the displayman should make sure at the 
beginning of his labors that the baneful influence of the 
ornate permanent background is obviated. 

This may be done by introduction of fabric hang- 
ings, by erection of “dummy walls” with papered or 
burlapped surfaces, or by painting the walls in neutral 
tones. ; 

One of the features of F. & R. Lazarus Company’s 
success in developing furniture business at their Colum- 
bus, Ohio, store has been their fidelity to this principle. 
Andrew A. Matzer, the display manager, is keenly ap- 
preciative of the peculiarities of furniture, and has made 
arrangements to fit his windows to its need. 








At’ Christmas time it is customary to show a mass 
of small pieces suitable for gifts, and, under such 
circumstances, maintenance of the room arrangement 
plan is impractical. But it is possible to show a large 
quantity of such merchandise in room setting with such 
care that the illusion of room arrangement is main- 
tained. 

In the accompanying illustration, chairs, smokers, 
end tables, consoles and lamps are prominently shown 
around a living room set, which serves as the nucleus of 
the display. With these pieces to provide the sugges- 
tion of a living room, the display manager has found 
it easy to introduce the smaller items naturally and 
pleasantly, at the same time finding room for a bulky 
desk. . 
A neutral-toned, wooden background yields the 
proper atmosphere, and the glaring brightness of its 
wide expanse has been dispelled by resort to. portieres, 
which span huge portions of the back and sides. 

In handling draperies the light wooden backgrounds 
are chosen and their surfaces obscured in large part by 


. great swaths of tapestries. Suspended from fixtures 


placed at left and right, the drapes stand out in strong 
contrast to the darker tones of the background mural. 
Elevation is the only genuine requisite of such 
wares. Designed expressly for decoration, they pos- 
sess intrinsic beauty that becomes apparent as soon as 
the fabrics are unfolded. Hanging is all that is re- 
quired to bring out this natural charm. It is not 
impossible to build a stocky interlacing display of 
the multicolored cloths, permitting the contrasts in 
figuring and color to provide 
the variation in line and hue 
essential for interest. But the 
primary issue is the drape. 
George H. Janes, an eastern 
decorator, has on several occa- 
sions used a decoration that 
brings down the drapes from 
the back corners of the win- 
dow in long, sweeping waves, 
spreading out over yards of 
space as they: approach the 
floor. In such drapes he uses 
as high as four different strips 
of unlike design, ranging from 
light, neutral colors to the 
warm radiance of vermilion 
and crimson. Bolts, partially 
unfolded, strewn across the 
foreground, complete the trim. 





MATZER’S STRATEGEM — By 
use of a living room suite the Co- 
lumbus display manager provides a 
natural setting for the miscellaneous 
group of gift furniture seen in the 
upper window; in the base is an 
example of his mode of handling 
hangings and tapestries. 
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Does Your Present Job Offer You 


Permanent Employment 

Big Pay a e 
A Future 

and Pleasant Employment? 


Window Display and Advertising Does 


There are thousands of young men - 


who are talented and ambitious who 
do not feel they can give up four 
years or more for a college or uni- 
versity education. If you are one of 
this group, The Koester School’s 
specialized courses of instruction 
and training bridge the gap between 
your present condition and greater 
future progress. Retail Advertising, 
Window Display and Show Card 
Writing present an open road to a 
profession offering splendid oppor- 
tunities for advancement. There is 
no other field of endeavor offering 
equal advantages for which one can 
qualify in so short a time and at so 
little cost. Eight weeks of earnest 
effort will qualify you for a good 
position; and, our employment serv- 
ice will help you to get it. Our in- 
struction is based upon the best 
methods used in modern business 
practice. It has been revised and 
improved throughout the 22 years of 
steady growth as experience has re- 
vealed new ideas and methods. Stu- 
dents acquire actual experience 
throughout their courses; hence, the 
work is thorough and practical. 


The Koester School is owned by 
the United Publishers Corporation, 
which also owns twenty-three of the 
leading trade journals published in 
this country, among them the Dry 
Goods Reporter, of Chicago, and 
Dry Goods Economist, of New York. 
Hence, it is not a one-man school, 
but rather a thoroughly responsible 


institution with a background of re-, 


sources and experience that is re- 
flected in the quality of the instruc- 
tion it sponsors. 


Therefore, when you enroll at The 
Koester School you are assured of 
a responsibility that protects your 
interest from every standpoint. 


A carefully planned. program of 
instruction and practice enables the 
student to obtain a broader knowl- 
edge of display work in EIGHT 
WEEKS than he could obtain in sev- 
eral years working as an assistant. 


You will find in this thoroughly 
established school the quality of 
helpful service that will prove most 
valuable to your own progress. If 
you want to make the most of all 
that the future holds for you, send 
in your application enroliment for 
any Monday that best meets your 
convenience. 








A Koester Graduate from 


HONOLULU, HAWAII 


Wins in Competition with 
the Best Talent of America 


Artistic ability and the urge to do something with it was 
as strong in the breast of young James Chang of Hawaii as 
in the breasts of countless hundreds here in the United 
States. 

This Hawaiian boy was working in a store where he 
became greatly interested in the show windows and tried his 
hand at improving them. It was soon apparent to him and 
to the store owners that there was a remunerative outlet for 
his ability. 

Arrangements were made so that it was possible for him 
to come to the United States and take up the study of 
Window Display at The Koester School in Chicago and to 
see window work as practiced in various parts of this 
country. 

Mr. Chang is now display manager for the retail and 
wholesale establishment of Benson, Smith & Co., Ltd., of 
Honolulu. His work shows a simplicity and beauty almost 
uncanny in its perfection.’ This quality of his work is easily 
apparent in the photograph of his window work shown on 
this page. 

The window at the bottom of the page won the 5th prize 
in the 1926 Devilbis Window Contest. This is a remarkable 
Mr. James Chang, Display achievement when you realize he was in competition with 
Manager at Benson Smith the best talent of the United States. 

Co., Ltd., Honolulu, Hawaii . 











This window was a prize winning display in the 1926 Devilbis Atomizer Display Contest. 








Catalogue Free 


THE KOESTER SCHOOL 


314 S. FRANKLIN ST. CHICAGO 
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Fashioning Rogers Bros. Displays 


Distinct Types of Dealers Dictate Variations in Material—How 
Buying and Arrangement Is Handled 


By C. C. GABEL 


Sales Promotion Department, Factory E, International Silver-Co., Meriden, Conn. 


N purchasing display material to help in 
marketing 1847 Rogers Bros. Silverplate, 
we keep in mind two different classes of 
dealers, and we have a selection of material 
for very limited distribution for the dealers 

who are particular about the material which they put in 
their windows. 

For use in a number of the smaller stores, particu- 
larly for use by dealers who purchase through the 
jobber, we supply material which is better suited for 
such stores than the very handsome and dignified special 
material which we send out to a higher class.of stores. 

Our dealers seem to be very receptive to 1847 
Rogers Bros. display material. We do not send any 
material unless specifically requested by one of our own 
representatives when he calls upon the dealer, or by one 
of our jobbers or jobber’s salesmen. Practically every 
request which comes to us is an authentic one. We fre- 
quently, of course, cut down the quantities of the mate- 
rial, particularly the mailing folders, which are requested 
not only by our own salesmen, but by our jobbers, for 
we learned by experience that while some men request 
exactly what a dealer states he will use, others will just 
put down a round figure and will guess at it. 

All material for window display and advertising use 


is sent direct to the dealer and prepaid. When the job- 
ber requests it, we send it direct to the dealer and follow 
it up with a letter saying that it is sent at the request of 
the jobber, and that we are glad to extend further ser- 
vice if requested through this jobber. 

Some of our best wholesalers are supplied with en- 
velope assortments of advertising material to send out 
to dealers purchasing an initial bill of 1847 Rogers Bros. 
Silverplate. 

We do all our own purchasing of material direct 
from lithographers, printers, etc. Our advertising 
agency gives us help when we call for it in connection 
with designing of any new display items, although prac- 
tically always they are designed in the sales promotion 
department, or are ideas submitted to us by concerns 
from whom we purchase our displays. 

In the sales promotion department we have dummy 
windows of two sizes, which we regularly use in arrang- 
ing material, and they are a great help in determining 
just what type of material will show off to the best 
advantage. j 

Probably the most successful thing which we have 
gotten out is a life-size figure of a “Pirate Girl’ who 
has been so prominently identified with the “Pieces of 8” 
merchandising idea in 1847 Rogers Bros. Silverplate. 











“Pieces of Eight” 
Display as Used by Cecil 
Riley in Model Windows 

Prepared for Dealer- 
Members of the Hall 
Hardware Co., 
Minneapolis, Minn. 
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“Pieces of 8” has been advertised nationally for a period 
of more than a year, and this advertising has partially 
revolutionized the buying habits of not only dealer and 
jobber, but consumer as well. The minimum set of 





A Holiday Coca-Cola Display Used in New York City 


eight is rapidly replacing the old standard of six in flat- 
ware. 

The words “Pieces of 8” naturally imply a pirate 
atmosphere, and the Pirate Girl has been very popular. 
The new display is life-size, and is colored very attrac- 
tively by hand, giving a startling resemblance of reality 
when in a show window. The actual chest of merchan- 
dise is placed in the window and the kneeling Pirate 
Girl’s extended hand is touching the silverware in the 
chest. This is a loaned display, usually limited, in the 
case of small dealers, to one week, and in the case of 
large dealers to two or three weeks, if they wish to use 
it that long. We have had wonderful cooperation from 
our dealers in using it and then forwarding it to some 
other dealer, and in each case the display has been given 
very careful packing by the dealers before being re- 
turned to us. 





Salesmen Place Morton Material 


Noted Salt Organization Does Not Send Panels to 
Dealers Unless Requested Sent by Mail 


E do not send display material direct to dealers 


unless they specifically request it by mail,” says 
C. L. Ostrom,'advertising manager of the Morton 
Salt Co., Chicago. “All of our material is in- 


stalled by our own sales organization. In this way we are 
sure that each piece of material goes up. The length of time 
that it stays up is hard to determine, but we feel that the 
average is quite good. Most of our material is worked up 
here in our own organization and then is ordered direct 
from the various manufacturers. Occasionally, however, 
some new suggestion is brought into use that we purchase.” 





Tom Broidy, lately with Abraham & Strauss, Brooklyn, 
is now with the display departnient of Hahne & Co., Newark, 
New Jersey. 
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Unsutr passed 


Reproductions 
of Any and All Kinds 


FRUITS 
VEGETABLES 
MEATS 
DAIRY PRODUCTS 
FISH 
BAKER SUPPLIES 
CANDY 
ICE CREAM 
Also 
PLAQUES and TRADE-MARKS 


A PATENTED MATERIAL WHICH STANDS 
145° OF HEAT 
NOT WAX OR PAPIER MACHE 
Write for Circular and Price List 


Reproductions Co. 
46 Cornhill, Boston, Mass. 




















Will You Help Preach the 
Gospel of Window Display? 





It requires no effort on your part; merely your desire 
to aid in enlarging and developing this wonderful me- 
dium of advertising and merchandising. 


Simply order a set of the slogan cuts—only $1.00 for 
a set of two sizes—less than their regular cost—and 
use them on your advertising literature, stationery, etc. 
It affords an effective and dignified means for the con- 
centrated tie-up of all manufacturers and concerns 
catering to the display field. 

This slogan and emblem is the result of the realization 
of the publishers of The DISPLAY WORLD that the 
interests of the entire display field can best be ex- 
ploited and promoted by a national unity, as can only 
be done by means of a slogan or emblem of this type. 


Order Your Set of Electrotypes Today! 
Price $1.00 Postpaid 


The DISPLAY WORLD, Cincinnati, O. 




















62 DISPLAY WORLD 





Orders - Inquiries 





and Mailing List Catalog 


Gives counts and prices on over 8.000 


different lines of business. No matter 
what your business, in this book you 
will find the number of your prospec- 
tive customers listed. 

Valuable information is also given as to 
how you can use the mails to secure 
orders and inquiries for your products 
or services. 


Write for Your FREE Copy 
R. L. POLK & CO., Detroit, Mich. 
Largest City Directory Publishers in the World 
Mailing List Compilers—Business Statistics 
Producers of Direct Mail Advertising 























WRITE 
FOR 
AND SIGN PAINTERS COPY OF 


Our Free Catalog No. 24 
DICK BLICK CO. 


BOX 437-D GALESBURG, ILL. 


FAMOUS MASTER STROKE BRUSHES 
















155 only 





Advertisers --- Manufacturers, Ete. 


The most wonderful signs, show cards, 
etc., in all colors, with gummed paper, 
without ink, can be produced with our 
“KRAUSE” EMBOSSING PRESS. No 
experience necessary. 


HOFFMANN TYPE CO. 
112 E, 13TH STREET NEW YORK CITY 


DOUBLE orc TURN TABLES 


DisPLAY A» SELL MORE GOODS! 
Electric cost 3 cents per day—Capacity over 100 Ibs. 
Fully Guaranteed—Write Today. 


oO ane” ELECTRIC WINDOW SALESMAN CO.“ seston @ 


SPECIAL ~ CHARIE NEW TON 
FEATURES \ aati Clouds, mets ppremmngy sc sogeo wing 


FOR Waves, Falling Snow, Rain, Volcanic Erup- 


WINDOW tions, Fire, Lightning Flowing Lava, Birds, 

















Butterflies, Flyin, Angels, Etc 
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Produce New Tie Counter Display 


Makers of “Spur Ties” Bring Out New Stand to 
Stimulate Sales of Neckwear 


EWES & POTTER, Inc., makers of “Spur Ties,” 
have just brought out a new counter display that 
is acclaimed as the most elaborate and beautiful 
in the company’s history. It is about thirty-six 

inches in height, sturdily constructed of metal and wood, with 
a solid cast base felted on the bottom. 


Spur ile 





Flexibility Is the Keynote of the New Stand 


The color scheme is very attractive, being finished in a 
black with the familiar “Spur Tie” red lettering. Touches 
of gold here and there and its all gold base complete the 
extremely pleasing color scheme. 

The merchandiser is designed to hold eight dozen Spur 
Ties of either the elastic or the band bow style. The arms 
revolve so that two dozen ties are always to the front. Fea- 
tures of the merchandiser include the designing of the arms 
so that the cards will not swing against each other and flatten 
out the ties, and also a special construction of the lips so 
that the removal of individual ties is easy and simple. To 
replace ties sold, an entire card is removable simply by slip- 
ping it out of the lip. Slots are provided in the top section 
for the insertion of specially designed cards. 

The merchandiser, when exhibited for the first time at 
the annual sales convention of Hewes & Potter’s sixty sales- 
men in Boston recently, brought the gathering to its feet in 
applause. It was unveiled dramatically at the conclusion of 
the convention and has since aroused great enthusiasm on the 
part of dealers who have examined it. 

Incidentally, before designing this merchandiser a simpler 
and less elaborate one was tested out in a western city over 
a period of a year, and increases in bow tie sales were so 
startlingly apparent that the company has no hesitation in 
claiming great things for the finished product. 

It will be ready for delivery on March 1 and salesmen 
are already on the road merchandising it with the 1928 lines. 

The rack is not sold to the dealer and does not cost him 
a cent. It is loaned with every order for a gross of Spur 
Ties and with no strings attached other than that it may not 
be used for the display of anything but Spur Ties, for which 
it is designed. It will make a very profitable and pleasing 
addition to thousands of stores. 
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Michigan Clubs Begin Federation 


First Steps Toward Formation of State Body Taken at Detroit 
Meeting on January 9th—Four Clubs Represented 


By J. W. FORBES 
Secretary, Port Huron-Sarnia Display Club, Port Huron, Mich. 


IRST steps in forming a state association 
of the Michigan display clubs were iaken 
on January 9 at the Statler Hotel at De- 
troit, when representatives of interested 
associations were brought together at a 

banquet. Called to order by President H. W. Weaver, 
of the Detroit Club, the diners sat down at 6:15 toa 
five-course dinner embellished with the music of an 
orchestra and the singing of a trio. 

After the visitors from out in the state had been 
introduced by the presidents of their respective clubs, 
it was found that there were twelve members present 
from the Port Huron-Sarnia Club, two from Flint, 
Mich., and five from Toledo, Ohio. Among the guests 
were: W. L. Stensgaard, president of the I. A. D. M.; 
L. A. Rogers, secretary of the I. A. D. M., and 
Clement Kieffer, chairman of its executive committee ; 
F. Schussler, superintendent of the Peoples’ Outfitting 
Co., of Detroit, and A. E. Edgar, of Chicago, IIl. 

At the conclusion of the dinner, Mr. Weaver called 
the meeting to order and commented upon the pro- 
gram which was to follow and the opportunities which 
presented themselves to a state organization of dis- 
playmen. He read a letter from the Chamber of Com- 
merce of Mt. Clemens, Mich., which I had received. 
saying that they would cooperate with the Port 
Huron-Sarnia organization in forming a club in 
their home city within a week or two. The organiza- 
tion will hold a meeting there attended by members 
of the Port Huron-Sarnia and Detroit clubs. He also 
commented upon the organization at Battle Creek and 
noted that the seventeen members there were ready 
to affiliate with the I. A. D. M. 


He was followed by F. E. Whitelam, educational 
director of the Detroit Club and display manager for 
the Fyfe Shoe Co. Outlining the educational ob- 
jectives of the Detroit conference and the I. A. D. M., 
he revealed that the Detroit Club was issuing a book- 
let of windows as part of their educational work, He 
announced that the club had taken official recognition 
of the onslaught of futuristic art and that demonstra- 
tion of its form of expression would be held soon. 

Then Mr. Schussler, of the Peoples’ Outfitting 
Company, and at one time with Macy’s in New York 
City, was called on and talked for quite a while on 
“Tooting Your Own Horn.” The talk was enjoyed 
by all of the diners, who recognized the soundness of 
his contentions and his assertion that window trim- 
mers and displaymen alike did not shout their own 
merits sufficiently. “That is why so many are not 
far enough advanced,” he declared. Citing the prog- 
ress made by the advertising: profession as contrasted 
with display, he pointed out that advertising men 


were far ahead of the trimmers as a class, that they 
spoke for themselves and got what they wanted in 
many instances. He declared that the displayman 
needed more of this assertiveness and that their win- 
dows were the eyes and the soul of the store. 

President Stensgaard followed with a talk on 
window circulation, the value of windows to ihe re- 
tailers and their cost. Noting that a survey is being 
carried on for the purpose of preparing a booklet on 
the subject similar to the brochure, “Facts,” he went 
into detail on window circulation 

He yielded the floor te L. A. Rogers, who gave his 
lecture on “Making a Cathedral,” an interesting dis- 
cussion of professional possibilities. 

Clement Kieffer, display manager for the Klein- 
hans Co., Buffalo, N. Y., and chairman of the execu- 
tive committee of the I. A. D. M., was the next 
speaker. Taking as his subject, “What Every Dis- 
playman Should Know,” he went into detail on the 
subjects of color, cardwriting, backgrounds, novelty 
displays, flowers, and the sales results obtainable from 
tying up of windows with current happenings. He 
exhibited a number of photos of his windows, telling 
of their construction and the results. Later he made 
a present of his photos to the Detroit Display Club 
to be placed in the album which they have for the 
purpose of keeping pictures of distinctive displays. 
Mr. Kieffer had charts that he used during his: talk, 
which proved a lengthy and inspiring exhortation 
that made the diners think deeply upon the manner in 
which they were handling their responsibilities. 

The meeting broke up at eleven o’clock, after 
preparations had been made for a second gathering 
to be held in the near future, when final steps in the 
organization of a state body are to be taken. 





NEW TYPE OF DOOR DISPLAY ENTERS MARKET 
The On-a-door Display Case Co., Minneapolis Minn., has 
recently originated a unique and practical method of utilizing 
display space that goes to waste in a majority of stores. It 
consists of an electrically lighted display case that is so con- 
structed and fitted to the door that it can be quickly put on by 
means of hinges on one side, allowing the case to swing back, 
in which position it is trimmed from the front, then closed 
fastening by means of a small snap-on the opposite side from 
the hinges. A case for the entire door can be utilized if de- 
sired. The lights are connected on the same circuit as the 
windows, and work automatically with the window lights. 
Upon opening the store in the morning, the case is 
easily slipped off the door and used in some place inside the 
store, such as the ledge or counter. When in place on the 
door at night it helps link the lighted windows together in one 
continuous display, unbroken by a dark doorway. The in- 
ventors are George F. Hulbert and C. B. Cones, both old travel- 
ing salesmen. Roy Doggett, who was formerly located with 
the Keller Knitting Co., Cleveland, Ohio, has been appointed 
director of sales. Branch offices have been opened at 1440 
Broadway, New York, and 105 S. Dearborn St., Chicago, III. 
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French Structure to House Apparel 


Hecht’s, of Cape Girardeau, Mo., Borrow Ideas From French 
Builders in Constructing New Store 


APE GIRARDEAU, Missouri, has a new 
store that is unique in architecture, in 
equipment and in windows. Opened on 
December 5, it excited comment from the 
moment of the opening. It was erected by 

Louis Hecht to house the. flqurishing ‘apparel business 
he has built up since the World War, and culminates a 
series of rapid increases in floor space made necessary 
by swift advances in volume. 

The architecture of the new Hecht store is so out of 
the ordinary as to attract unusual attention. It is one 
of those buildings that will make everybody notice it, 
and once seen it will never be forgotten. 

As the styles for women’s apparel originate in Paris, 
the Hechts decided that it would be best to have a 
French shop, inasmuch as they deal exclusively in ap- 
parel for women and children. So they called in Tom 

_P. Barnett, distinguished artist and architect, and asked 
him if he could design for them such a shop as they 
had in mind. As he usually spends the summers in 
France to do his painting, he was familiar with the 
shops of Paris, said by tourists to be the most beautiful 
in the world, and accordingly he designed the present 
building. 

The architecture is strictly French. The gabled roof, 
with the weather vane perched above it; the small 
dormer window; the vari-colored slate roof which gives 
the effect of old age; the iron grills actoss the windows ; 
the stone trimming, with the deep red bricks set on end 
in white mortar, and the magnificent columns of pol- 
ished granite holding the side walls to the top of the 
show windows—these things would make a Frenchman 
think he was in Paris, and it is this type of architecture 
that attracts the attention of everybody. 

The display windows are also of a new type. They 
are not of a French design, but are strictly American. 
The French do not give much attention to display win- 
dows, while here in America the windows usually make 
the store. 

The Hecht windows are of solid glass, without any 
metal strips holding the different glasses together. In 
the center is an “island” case, setting out to itself. The 
lobby floor and the floors of the windows, including the 
“island,” are of marble with a deep green marble bor- 
der. The baseboards around the windows are also of 
deep green marble. A new concrete sidewalk completes 
the newness of the building. 

The oval ceiling of the lobby is finished in ornamen- 
tal plaster, and from the center hangs a hand-made 


chandelier, designed by Mr. Barnett to make the picture 
complete. The wall above the door leading into the 
store is of paneled plate glass. The backgrounds of the 
windows are delicate green, and the lighting, which is 
indirect, gives a veritable flood of light. 

The interior of the store is equally as beautiful. The 
fixtures are of the very latest design, and everything in 
the place follows suit, not an item of furniture or fix- 
tures having been transferred from the old store. 


W.D.A.A. Combats Short Showings 


Board of Directors Endorses Project of Installation 
Men to Block Unethical Practices 


DVERTISERS’ dissatisfaction with conditions in 
the display field resulting in short showings for 
their installations through the competition of vari- 
ous services for the same window has caused the 

Window Display Advertising Association to endorse the pro- 
posal of installer members that the association initiate a 
movement for minimum showings of one week. 

Competition in the same locality has often resulted in the 
situation that rival installation companies have had orders 
(not, of course, from the same advertiser) to put displays in 
the same stores at the same time. No sooner had one com- 
pany completed its work of installing than another came 
along and replaced it with their displays. This has meant 
loss for the advertiser and retailer and is seriously hurting 
the business of the installation services. 

Installer members of the association at the last conven- 
tion proposed a remedy for sanction by the body which 
called for use of a label to be applied or printed on the 
back of every display installed, to read as follows: “This 
display installed on................and to remain on display 
for the period agreed, or until............. Sanctioned 
by the Window Display Advertising Association, New York 
City.” 

The proposal has received the sanction of the association’s 
board of directors, and every means will be used to secure 
the adoption and support of this label by all installation 





_ services, as well as its imprint upon the back of all material 


supplied by the advertisers. 





RETAILERS TO CAPITALIZE I. A. D. M. MEET 


To enable its members to attend the I. A. D. M. conven- 
tion and get the benefit of the demonstrations that will feature 
it, the Ontario Retail Clothiers and Men’s Furnishings Asso- 
ciation, a branch of the Retail Merchants’ Association of 
Canada, has changed the dates of its annual meeting from 
February 22 and 23 to June 12 and 13. A. G. Frame, secre- 
tory of the body, declares: “It is our experience that up-to- 
date windows and displays methods are a vital factor if 
assisting our retailers to create more sales, and we are glad 
of the opportunity to tie up with the I. A. D. M. convention 
in this way.” 
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This is an age of “speeding up.” 
The automobile and airplane have 
speeded up travel. The radio has 
speeded up the dissemination of 
world news. Invention has speeded 
up production. And— 

the New Improved Kawneer Store 
Fronts of 1928 are particularly de- 
signed to speed up retail selling 
through window display. 








UST ELEVEN SECONDS — that’s the average 
length of time that a hurrying public will stop 
to look at a retail window display. 

This important fact has been proven by actual 
stop watch investigation. The display window 
must get in its work of selling the average passer- 
by in eleven seconds or not at all. 

The big aim in store front designing should be not only 
tostopmore passers-by but to doa quicker job of selling. 
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These changing times call for changing methods of 
Store Front and display window designing. 


Kawneer has anticipated this new 
day in merchandising. 

Get acquainted with the new de- 
velopments in Kawneer Store 
Front Construction. 

Write for our new book, Modern 
Store Fronts for Better Display. The 
attached coupon will get prompt 
attention. 


{IK WN 2 ZZZZ-”-I-WN 8 LZ sk 


' This new ornamental design further enhances the architectural beauty of Kawneer 
high quality store front construction and identifies it for your protection. 




















: r Address. 
— City 
Kind of Business. 





Kawnee 


It’s Free. 
Name 


THE 


COMPANY 


2308 FRONT STREET, NILES, MICHIGAN 
Send your new book, ‘‘Modern Store Fronts for Better Display. 
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A beautifully executed brochure dealing with the features 
of his display service has just been issued by Edward J. 
Stefan, general manager of Stefan Display Service, 371 Fourth 
Street, Milwaukee. “The results derived from our mailing 
exceeded our most sanguine expectations,” he declares. “Our 
chief reason for beginning extensive advertising was getting 
the business, of course. Next, we had a message for the 
national advertisers which we thought was interesting in- 
formation about a display service that does not merely trim 
windows and ‘let it go at that.’ We have tried and are show- 
ing national advertisers that as soon as installation work is 
contracted for we become part of their organization and live 
up to their rules and regulations to the very best of our 
ability. There are many details to be gone into besides pro- 
ducing a satisfactory window display installation. Space 
does not permit us to go into detail.” 

The Southwest Display Service has purchased the Dewing 
Display Service, of Wichita, Kans. E. C. Mierau is manager, 
and offices will be maintained at 108 S. Washington Avenue, 
Wichita. The following installation contracts are now being 
handled: Lucky Strike Cigarettes Squibb’s Cod Liver Oil, 
Squibb’s Shaving Cream, H. O. Oats, Manitou Dry Ginger Ale, 
Silver King Ginger Ale, Silver King Fizz, Toddy, Tom Moore 
Cigars, King Edward Cigars, Corina Cigars, Webster Cigars, 
Southwest Crackers, Red Star Mill Products and others. 


S. Floyd Wood & Co., Roanoke, Va., in addition to a regu- 
lar display installation business, are doing an extensive mer- 
chandise display business, including the creation and produc- 
tion of decoratives, backgrounds, cut-out displays and display 
requirements of a similar nature. This concern has been en- 
gaged in the display business for a number of years, and 
numbers among its clients many of the large stores in Roanoke 
and surrounding territory. 





Edgar Lysgaard, operating the Associated Display Service, 
has removed his headquarters from San Jose to San Francisco, 
where he is now located at 1042 Howard Street. Here he has 
installed a dummy window that will be at the disposal of 
advertisers and displaymen. 





“The outlook for 1928 in the territory we cover is going 
to be very good,” says R. G. Carosello, manager of the Gen- 
eral Advertising Service Co., Waterbury, Conn. Among 
campaigns booked for early installation are Malted Cereals, 
Pepsin Syrup, Lewis Medicine Co. and Stanco, Inc. The 
Easy Carrier, of Philadelphia, is also planning a campaign, 
but no date has been set for it. 

R. V. Wayne is not only a good window service man but 
he is a humanitarian as well. Twelve happy tabby cats, 
reclaimed from alleys and garbage can menus, now bask 
contentedly about his warehouse. Handsome creatures they 
have become, too, under his watchful care. 





The Window Display Service Co., Journal Building, Sioux 
City, Iowa, reports that 1927 was the most successful year 
since opening their offices. They are now handling terri- 
tory within a fifty-mile radius of Sioux City and as far away 
as Sioux Falls, S. D. 

Display service is prospering in Milwaukee, according 
to J. Harry Bayless, manager of the Advance Display Serv- 
ice, 170 Belair Place, Milwaukee. “We used seven good 
displaymen along all year right through Christmas,” he de- 
clares. “We have handled all big contracts, such as Blue 


Rose toilet displays, Lucky Strike, Harvester, Dutch Master, 
Kraemfee Bird Seed, El Producto, Miller’s Ginger Ale and 
Kraemfee Bird Seed, El Producto Miller’s Ginger Ale and 
Jelke Good Luck Butter. We have a special non-crepe paper 
trim in ‘First-Class Baking,’ about twenty in all; all Easy 
Washer and Eureka Vacuum displays. Since we have opened 
our downtown office we have had to enlarge our quarters 
twice, and, if the expansion continues, we will have to move 
to a larger warehouse, as we are going to install a short 
notice display service—something new to Milwaukee. Our 
slogan is, ‘Better Window Displays for 1928.’” 





Archie Smith has established the Archie Smith Display 
Service at 515 Cornwall Street, Victoria, B. C., Canada, and 
is engaged in a general window display service, serving both 
local merchants and national advertisers. This company is 
at present handling installation campaigns for Bovril, Virol 
and Johnson & Johnson. 





OFFERS PRIZE FOR UNIQUE EXPERIMENT 

An easy chance to pick up $50 before May 1 has been 
given all displaymen in the United States and Canada by 
Curtis Lighting, Inc., makers of X-ray reflectors, Chicago. 

The purpose of the suggested sales experiment is to dis- 
cover how long it takes to sell a garment lighted by an X-ray 
window floodlight when the price of the floodlight has been 
added onto the cost of the article. 

The contest is explained as follows: “Select from stock 
an unadvertised garment, such as a coat, dress or suit. Give 
it a unit trim and display the price prominently. If it has 
not sold within two or three days, buy an X-ray Floodlight, 
No. 33, from your electrical man and direct a flood of white 
(or an appropriate color) light upon the garment from a 
suitable angle. Then simply add the cost of the floodlight 
($12) to the price on the tag and note how soon the garment 
is sold.. Repeat the experiment any number of times. 

“To the displayman who writes the most interesting ac- 
count of the sale, in not more than three hundred words, a 
prize of $50 will be given. The money will be awarded 
through the electrical man from whom you buy the floodlight 
for this contest. All displaymen in the United States and 
Canada are eligible and letters must be mailed before mid- 
night of May 1, 1928, to Curtis Lighting, Inc., 1119 W. 
Jackson Blvd., Chicago.” 

PETER PAN ANNOUNCES DRESS PRIZES 

The judges have just awarded the prizes in the Peter Pan 
School Dress Contest, entries for which closed on Decem- 
ber 31. This contest was announced prior to the opening of 
school last fall and was open to members of home demon- 
stration groups throughout the United States, the award being 
made for the best children’s school dress made of Peter Pan, 
entries to consist of photographs of the dresses, together 
with a swatch of the material. Several thousand photographs 
were submitted in the contest. 

The winners were as follows: First prize, Mrs. Ethel 
Walker, Tampa, Fla.; second prize, Mrs. A. M. Henry, Kan- 
kakee, Ill.; third prize, Mrs. H. J. Kosters, Rock Valley, Iow2. 
DISPLAY DEPARTMENT MODELS UNIQUE EXHIBIT 

The display department of the Central Hudson Gas & 
Electric Corporation, Poughkeepsie, N. Y., which is headed 
by V. E. Sheperd, recently fashioned a little model house 
with faithful replicas of gas and electrical appliances as 4 
model electrical home. Since displayed by this company, it 
has been rented out to four other public utilities for display 
in the windows of their buildings. 
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HONOR ROLL OF DISPLAY SPECIALISTS 


DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel 











CALIFORNIA 


Entire State Covered Every 14 Days 


BRANCHES: 
138 Turk St. 614 Sixth St. 918 Eighth St. 651 Broadway 
San Francisco San Diego Sacramento Fresno 


THOMPSON & PARMLEY 


1220 WEST PICO STREET LOS ANGELES 


CINCINNATI 


AND SURROUNDING TERRITORY 
An Efficient Window Display Service for Local Merchants and 
National Advertisers. 


CINCINNATI DISPLAY SERVICE 
Pickering Building Cincinnati, Ohio 
Associated with Window Display Installation Bureau, Inc. 


PHILADELPHIA 


Surrounding Territory 
Window Display Department 


THE REUBEN H. DONNELLEY CORPORATION 
1214 Race Street 











NEW YORK CHICAGO 
Complete Window Display Service for National Advertisers 


CLEVELAND, OHIO 


AND SURROUNDING POINTS 
Campaigns Planned—Guaranteed Service 


WHITMER DISPLAY SERVICE, Inc. 
1405 St. Clair Avenue Cleveland, Ohio 


CHICAGO 


Surrounding Territory 
Window Display Department 


THE REUBEN H. DONNELLEY CORPORATION 
352 E. 22nd Street 
NEW YORK PHILADELPHIA 


CLEVELAND, OHIO 
AND SURROUNDING TERRITORY . 
A Bigger and Better WINDOW DISPLAY SERVICE 
for the National Advertiser 


CLEVELAND WINDOW DISPLAY SERVICE, Inc. 
1344 PROSPECT AVENUE CLEVELAND, OHIO 
EFFICIENT—PROMPT—COURTEOUS 


FRANK DISPLAY ADV. SERVICE 
Ogden FRANK J. VAUSE, Mgr. Utah 


A modern up-to-date display service equipped to give immediate, 

first-class service to National and other Advertisers in_ the 

Northern part of UTAH and Southern IDAHO. Write for data. 
QUALITY AND SERVICE 

Best of Reference. OFFICE: 568 CHESTER 


PHILADELPHIA 


Eastern Pennsyivania, New Jersey and Delaware. All window 
display campaigns are linked with a complete merchandising 
service that comprises of dealer and jobber tie-up, market surveys, 
sales analysis and trade journal publicity. Ask us for details. 


The S. J. HANICK CO. 


Samuel J. Hanick, Manager 
HANICK BUILDING 925 CHERRY STREET 


Morey Decorative Studios 
DISPLAYS 
DESIGNED—BUILT—INSTALLED 




















DAVID A. MOREY, Pres. ; 
Instructor Window Decoration—Boston University 


DISTINCTIVE DECORATIONS 
135 Columbus Ave. 


Boston, Mass. 


REMEMBER—Quality and Service Count “Always” 


DETROIT WINDOW DISPLAY SERVICE 


438 E. WOODBRIDGE ST. DETROIT, MICH. 
R. V..WAYNE, Pres. 


Doing business for over 100 well known Manufacturers.. We cover 
the entire State of Michigan and Toledo, O. 


Associated with Window Display Installation Bureau, Inc. 


COMPLETE WINDOW DISPLAY SERVICE 
FOR NATIONAL ADVERTISERS 


WICHITA 


and Surrounding Territory 


SOUTHWEST DISPLAY SERVICE 


108 S. Washington Wichita, Kansas 


J. D. WILLIAMS DISPLAY SERVICE 


509 South Franklin St. Chicago 


Advisor in National Campaigns—Local Display Service 
Complete Service for National Advertiser 


Manager, J. D. Williams 
NEW YORK CITY 


Surrounding Territory 














Window Display Department 


THE REUBEN H. DONNELLEY CORPORATION 
79 Madison Avenue 
CHICAGO PHILADELPHIA 





Advertising at the Point of Sale! 


Michigan Display & Decorating Company 
1504 Broadway, Room 320 DETROIT, MICH. 
Branch Office—Toledo, Ohio 


The service that makes and keeps friends for your product 
and wishes your friendship, too. Installing at the present time 80 
per cent of its work for local manufacturers who see the window 
displays continually and are satisfied—these are your references. 


DETROIT 


and the entire State of Michigan efficiently serviced by Display 
Specialists of proven merit. Let us explain to you our new and 
improved Display Setvice plan. 


PARAMOUNT DISPLAY SERVICE 
General Offices 416 Lafayette Bldg. Warehouse 9361 Genesee St. 
A PARAMOUNT DISPLAY IS A BETTER DISPLAY 


CINCINNATI 


Window Displays and Campaigns Executed With 
Dispatch and Effectiveness. 


R. J. STIENS CO. 
R. J. Stiens, Mgr. 
46 Cambridge Building 








Cincinnati, Ohio 








DISPLAY SERVICES 


If you are not listed on this page, you are over- 
looking a big opportunity to promote your business. 
This is the only market place available for the 
national advertiser to locate the responsible dis- 
play service in your city. 


Let him know you are seeking his business and 
can ,execute it satisfactorily. Write the adver- 
tising department and arrange for representation 
beginning with the February issue. 


Address Advertising Department 
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Show’s Purpose Dictates Decoration 


Ceiling and Wall Coverings Required for Public Event 
Too Apt to Vie With Goods in Fairs 


HEN an industrial show caters to a small 
following, or it is held in a city of mod- 
erate size, it is often possible to secure a 
hall of imposing appearance with ornate 
decorations that make it unnecessary to give much 
thought to hall embellishment. Such was the case 
when the Spokane (Wash.) radio dealers staged their 
annual show. Under the skillful direction of William 
Siebel, who handled booths and halls for the show 
committee, a series of booths of pronounced sim- 
plicity was set up. But their uniformity added to 
their attractiveness and gave an austérity and sym- 
metry to the showings of the merchandise that was 
notable. The surrounding walls and the ceiling of 
the hall supplied sufficient color and attractiveness 
to obviate excessive booth decoration. In affording 
the gala touch essential for an event of this nature, 
bright panels in the canopy over the orchestral plat- 
form and on the wings of the improvised stage were 
all that was required. 

But when emphasis is laid upon selling and the 
primary purpose of the event is to convert it into a 
market, heavy wall and ceiling decoration tend to 
detract from the attractiveness of the booth displays. 
Such a consequence would be disastrous to shows like 
the New York Merchandise Fair, now on the boards 
at the 165th Regiment Armory, New York City. The 
crowds that flock here are not pleasure seekers, drawn 
to the affair as much by the craving for novel amuse- 
ment as by interest in the merchandise offering. 
Here they are merchants coming from all over the 
country to see and buy goods that will bring profits 
to variety stores. Hence the vital feature of the show 
must be the booths. 

The Merchandise Exhibit Company, which con- 
ducts the show, declares that no ceiling decorations 
are used and that booths are kept within a maximum 
of seven feet in height. Each booth is divided from 
its adjoining unit by a wall board of this height. 

All decorations are fireproof and exhibitors are 
not permitted to display any merchandise above this 
limit, or on the front supports of the booths. This 
means that the displays must be impressive enough to 
draw the passing. merchant in simply through ar- 
rangement of goods. 

Consequently the decorators fall back upon fabric 
as their best asset in securing the contrast or har- 
mony in color which experience has taught them is 
most valuable. For silver, china and similar light- 
colored wares contrasting black drapes and coverings 
are used; for dark packages, light fabrics furnish the 
hecesgary contrast. 


SERVICES JOINING W. D. A. A. 

Two window installation services are included among 
a list of new members announced by the Window Display 
Advertising Asociation. They are W. H. Lingenfelter, of the 
Lingenfelter Display Service, Philadelphia, Pa., and Joseph 
B. Carey, of the Capitol Advertising Service Corporation, 
Albany, N. Y. George E. Reichenbach, of H. R. Lathrop & 
Co., Ine., New York City, has: been admitted as representa- 
tive of his firm. 
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The Show Card Writer’s 








Very Best Friend 





This book was 


written by 


master artist to 


promote 


money - making 


shows one 


the many illus- 
trations used to 


develop the speed and 
art essential to success 


in making 
signs, 


posters, 
cards and advertisements. 


“LETTERING FOR COMMERCIAL PURPOSES,” 
by Wm. Hugh Gordon, sets forth as simply as possible 
the methods found most practicable in the production 
of show cards, posters and advertising matter for single 
Non-technical, a 


of 







show cards, 
display 


copy jobs or process reproduction. 


thorough and complete manual of instruction in this art. 
Endorsed by all leading show card writers and poster 
artists and by teachers of show card and poster art. 


Get a copy now and start soon to make money. 
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Contents covers Modern Lettering, Classification of 
Letters and Types, Some First Principles in Lettering, 
Brushes and Pens for Lettering, The Potentiality of a 
Show Card Writer's Brush, First Principles in Show 
Card Writing, Colors and Their Preparation, Some . 
Ideas for the Amateur in Show Card Writing, Arrange- 
ment and Balance in Show Card Lettering, Diagram- 
matical Analysis of Letters, Rapid Single and Double 
Stroke Numerals, Economy of Motion as an Aid to 
Speed, Modification of Type Faces Adapted to Brush 
Work, Italics in Speed Letter- 
ing, Graceful Swing vs. La- 


borious Draft in Lettering, Thorough 
Speed Limit in Lettering Show Complete 
Cards, Fundamentals of Speed Authoritative 
Work, Poster Styles of Letter- 

ing, New Alphabets vs. Old, 176 Pages 
The Show Card and the Show More Than 200 
Card Man, Illustrative Stunts Plates 

for Show Cards, Motion Pic- 

ture Titles and Their Prepara- De Luxe Bound 
tion. Only $3.50 
ORDER YOURS NOW Per Copy 
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side of artistic 
lettering. Cut 










































DISPLAY WORLD, Cincinnati, Ohio. 


Gentlemen: 


Enclosed find money order for $3.50 for one copy 
of Gordon’s LETTERING FOR COMMERCIAL PURPOSES. 


Ship at once postpaid to following address: 


Address... 


City and State . 
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Title Registered U. S. Patent Office 
FOR MERCHANTS—DISPLAYMEN—ADVERTISING MEN—NATIONAL ADVERTISERS 
Issued on the Fifteenth of Every Month by 
THE DISPLAY PUBLISHING’ COMPANY, CINCINNATI, OHIO 


H. C. MENEFEE, President 





C. R. ROGERS, Editor 


OUR PLATFORM 
1. The Development of the Art of Mercantile Display. 
2. More Intimate Cooperation of Manufacturer and Merchant. 
3. The Encouragement and Advancement of the Independent Display Service Idea. 
4. An Ideal, Practical and Helpful Personal Service to the Display Profession and 


N. SILVERBLATT, Secretary 


Its Industry. 


5. Appreciation of Display by Merchants as the Most Powerful Factor in the 


Business of Selling. 


. To Maintain the Independence of Its Editorial Columns so That It May Always 
Discuss, Without Fear, Bias or Jealousy, Every Activity in the 
Display Field and Serve Best All Interests. 


Manuscripts, photographs and all editorial material intended for publication should reach the publishers on or before the first of the 
month of date of issue. All photographs reproduced become the property of the publishers. ; 





Is the window installation man en- 
gaged in the sale of display space, 
or is he merely an agent of the ad- 
vertiser? This is an issue brought 
up by the determination of advertising agencies to 
extract a fee from display services for awarding them 
contracts for installations. It was inevitable that the 
agency would seek some means of compensating 
itself for the labor attached to preparation of display 
material, for it has been the complaint of these or- 
ganizations for a number of years that they could not 
afford to give much time to this class of advertising 
unless a practical method of reimbursing them for this 
work was developed. 

In the process of developing modern advertising, 
the agency gradually evolved the plan of exacting a 
compensation from publishers for the space orders 
given them. The publisher wanted the business, the 
agency wanted the money, and, in the effort of both 
to reach this common objective, the advertiser be- 
came the beneficiary of this scramble. Agencies are 
still vying for his business, asking no remuneration, 
as a general rule, other than the right to buy space 
for him. 

As outdoor advertising began to take form, the 
precedent established in the magazine and newspaper 
field was followed, with the result that the outdoor 
concerns were swiftly brought into line. Seeking to 
apply this rule to window display, the agency has not 
heen so successful. There is a fundamental difference 
between the window installer and his two contem- 
poraries. The display service man is not selling space, 
and the space at his command is his only by the 
courtesy of merchants. All that he can guarantee is 
placement of the display material. He cannot pledge 
definite showing for his installation, nor definite win- 
dows. Only by hard labor and careful cultivation of 
a long list of dealers is he able to supply the mass of 
windows which makes him a worthwhile factor in 


A Commission 
to the 
Agency 


commodity advertising. In comparison with the 
newspapers and outdoor advertising intrests, he re- 


_ceives a pitifully small sum for his installation, but 


he wants business badly and his only means of ob- 
taining it is through the favor of the advertiser. ‘If 
the agency controls distribution of the latter’s ac- 
counts, he must accord with its desires or abandon 
hope of getting the contracts that this organization 
controls.’ 

Undoubtedly a large number of services will pay 
commissions rather than see these accounts go to their 
competitors. Out of the small sum that they receive 
for installation they will pay 15 per cent or more as 
remuneration to the agency for being gracious enough 
to allot them the work. Per display this means very 
little. In the aggregate it calls for the dedication of 
a considerable amount. 

It is not strange that the service man should have 
been chosen for this “shake down,” but it is tragic that 
the squeeze policy has been applied in a field where 
competition is so strong and prices are so low. But 
there are redeeming factors which may serve as a 
silver lining for this problem. Even the most rabid 
price cutter will find that he will have to check his 
prices more closely if he expects to pay the agency. 
The result will be that there will be a tendency to 
increase the price per display, a direct benefit to the 
installation field that will, in a round-about fashion, 
cause the manufacturer to more nearly pay the cost 
of preparation of his displays. 





All Agog What a flurry this ephemeral thing 


Over called modernism has caused? Like 

Modernism snow falling throughout the night it 

drifted in upon us and had swept 

through New York before American display became 
genuinely conscious of its presence. 

Never has an idea or a conception of artistic form 

caused greater perturbation. New studios rose over 
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“| am taking this opportunity of writing you to tell 
you how much I appreciate the DISPLAY WORLD and 
its many aids and ideas, as well as the interest note of 
being kept in close touch with the profession, both na- 
tionally and internationally. That in itself is an aid that 
we in America cannot afford to dispense with.”"—-GEORGE 
R. RUSSELL, Display Manager, William Hengerer Co., 
Buffalo, N. Y. 

“I am taking this opportunity to say that I think the 
January edition of your publication is the best ever, and 
I have been following your columns, both to advantage 
and interest, for almost the last four years. Your maga- 
zine deserves credit for bringing me from Missouri to 
North Carolina and then to Maryland.”—G. H. LIN- 
STROMBERG, Display Manager, C. Thomas Kemp, 
Frederick, Md. 

“This January number is a WHANG! Allow me to 
congratulate your staff for the interesting articles.”— 
WILLIAM S. NORMAN, Display Manager, F. Goodman 
Dry Goods: Company, Greenwood, Miss. 





“I want to compliment you on your January number 
and especially on listing all the local clubs. This is, in- 


all displaymen interested in the various clubs about the 





country, and make everyone feel mighty proud that a pro- 
fession such as ours can boast of so many live local clubs. 
Your publication, to my mind, is one working for the best 
interests of of this great profession, both individually and 
collectively. You welcome the views and opinions of in- 
dividuals or bodies and heartily indorse them for publi- 
cation so long as they tend to uphold the principles and 
upbuildings of this profession. You have never failed 
to give the truth of matters after they have been thor- 
oughly investigated. So again I say you are to be com- 
plimented on your fine trade journal.”"—EUGENE S. 
COWGILL, Display Manager, Blach’s, Birmingham, Ala. 





“T cannot help but comment and at the same time com- 
pliment you on your last issue of the DISPLAY WORLD. 
It is by far the best issue of any display magazine I have 
ever seen, and, judging from the many remarks I have 
heard, this is the consensus of opinion throughout the 
country.,.—EDWARD FRASER, Display Manager, The 
Union Company, Columbus, Ohio. 


“The subscription bill you sent me will be paid by my 





. department as my superintendent realizes the value of 


your splendid magazine and wishes the whole of his or- 
ganization to read it."-—LEONARD B. CORNISH, Rela- 
tions with Allied Interests Department, Edison Electric 
Illuminating Company, Boston, Mass. 





| 
| 
deed, a fine idea and should meet with wide approval of 





night, concentrating upon preparation of fantastic 
backgrounds and set pieces, and as store after store 
caught on and gave space to pioneer installations, 
old-time displaymen of the metropolis sighed and 
languished or sputtered with fury according to their 
temperaments. 

Most of them accepted the new style of display 
fixture, or screen with reservations and with protests. 
sut the tide of public interest in the new form was 
too great to permit them to stand pat. 

The air has been filled with declarations that “This 
isn’t art,” and “This isn’t good merchandising—are 
we selling merchandise or backgrounds?” And while 
New York continues to debate, the new art sweeps 
onward. 

Why? Novelty! Relief from the humdrum, time- 
worn schemes of display! Revolt against stereo- 
typed windows! The average displayman has not 
kept pace with the average advertising man. He has 
not been intent upon constant alteration and refine- 
ment of his displays to keep them keen-edged. He 
has been too much inclined to let well enough alone, 
and to dig himself into a comfortable rut. Modern- 
ism has jarred him out of his complacency. 

Germany started the row and has already forsaken 
the grotesque and cubistic innovations for a puritan- 
ical naturalism that admits of no embellishment. 
Gunther Thaer, perhaps one of the foremost of Ger- 
man display critics, seés in this acceptance of “New 
Simplicity” the first steps in evolution of a new form 
ol expression that will be as faithful to natural form 
4s modernism is truant. But it will be strained and 
tormal, barring out all frills and furbelows. 

lngland, as ever late in its acknowledgment of 
outside influences, is at grips with modern art and her 
best known displaymen are, almost without exception, 
declaring that they will not-embrace the new art until 
they are convinced that their public understands it. 
A notable exception is A. T. Bird, display manager 














for Harvey Nicholls Co., London, who declares that 
“Time alone will prove whether modernism is a suc- 
cess in window display. ‘The continental mind is of 


a different order. 


In a modified form I am in favor 


of applying the methods of the impressionist artist 


to window display.” J. B. A. Ferrier, display manager 


for T. & J. Roberts, Sheffield, echoes his sentiments 
with “Our methods have grown monotonous, and the 
public, to whom our efforts appeal, accept them as 


such.” 


Meanwhile, Andrew. Matzer, display manager for 


the F. & R. Lazarus Co., Columbus, Ohio, one of the 
most gifted of mid-western window men, and an early 
adventurer in modernism, declares that “The mode 
will probably reach a climax by the end of the year.” 
Matzer was educated abroad and speaks with full 
appreciation of the requirements of American mer- 
chandising as contrasted with its Kureopean counter- 
part. His assumption that the masses will tire of the 
novelty in the next twelve months should be ominous. 

Displaymen in the Anglo-Saxon countries should 
take and use impressionism to its fullest while it is 
in favor and in the meantime prepare for the next 
step. The pendulum of public taste continues to 
swing. 





Just a Frame For a Huge Poster 
(Continued on page 3) 


bear resemblance to the accepted forms of’ business 
publicity. 

Because of its peculiar power and its distinct char- 
acteristics, display calls for special training. Installa- 
tion may be mechanical, but in preparation of material 
to insure its investment with the strength which its 
opportunities warrant, very careful planning is essen- 
tial. Hence, the technique which applies to the poster 
is totally inadequate, and the knowledge of publication 
media is of little, if any, value. 
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A Trio of Cards Executed by Mr. Smith Illustrating His Ideas on Layout and Lettering 


Is Card Writing an Art or a Trade? 


An Artist Is One of Special Skill and Talent in Painting—This 
Definition Qualifies the Cardwriter 


3y ARTHUR B. SMITH 
Cardwriter, Porteous, Mitchell & Braun Co,, Portland, Me. 


HERE are those who look upon the card 
writer as something of an artist and 
others who liken him to the more menial 
tradesman, merely a workman who comes 
“naturally” by the gift of “paintin’ signs.” 

_ Well, they are both right, inasmuch as the card writer 
is an artist and he probably has always had a bent 
toward “paintin’ signs.” 

Webster tells us that the artist is one with special 
skill, talent, or ability in painting, but he does not 
specify that the artist must paint figures, rocks, trees, 
and the like. He does not tell us that this skillful 
artisan must paint on canvases to be hung in salons. 
Hence, I take the position that the card writer is an 
artist who paints his pictures in letters, scrolls and 
designs, who strives to produce a composition as 
pleasing to the eye, as convincing in its field, as truly 
a work of art, and as much credit to its maker as are 
the works of brother artists who paint landscapes or 
portraits. 

The successful card writer studies his composi- 
tions, balances his layout, adds color here and deco- 
ration there with a dexterity that is based upon ex- 
perience and craftsmanship. When he undertakes 
composition of a card, he must visualize the finished 
product, planning the lettering, the use of color and 
design. His artistic taste tells him where to use the 
color and how much of it. He plans a scroll in the 
most appropriate place and then balances his card 
to achieve a layout that best conveys his message to 
the reader. 

Does he make this letter “portrait” from stencils or 
with a machine? No, it is the product of his artistic 
sense, a “canvas” as carefully planned, as responsive 
to his talent, and, in a measure, as gratifying to its 
fashioner as the painter’s canvas or the sculptor’s 
modelings. 


My desire is to awaken the card writer to a sub- 
stantial appreciation of his field, his talent and his 
skill. When he realizes the value of his contribution 
to the mercantile world, he will be more likely to 
study his work and to strive to transfer his best to 
his cards, placing his art upon the high plane that it 
deserves. 

The cards which I use in connection with this 
article include an Armistice Day card on navy stock 
with a gold beveled edge. The capitals “A” and “D” 
are vermilion; the rest of the lettering is in white. 
The-star and its rays are in gold. 

The “Chiffon Velvet” card is on ocean green stock 
with gold beveled edge. The capitals are of light 
green and the price is similarly lettered. The design 
and border are in orange. The “Coat” card is ona 
deep green stock, the word “Coats” being in blue with 
a lemon center. The panel is of blue and the small 
lettering is in lemon with a blue border. 





HE KNOWS THAT MOTION HAS DRAWBACKS 


W. F. Bower, display manager for Fletcher & Cartwright, 
Cape Town, South Africa, is an audacious designer, but he 
has learned that there is danger in making displays too novel. 
Introduction of mechanical figures has a tendency to. attract 
the colorel population of the cape metropolis “like flies to 4 
honey pot.” This is fatal to business, as it drives the whites 
away and it is from them that the bulk of his company’s 
business is secured. 





MAXWELL OPENS NEW YORK DISPLAY ROOM 


Frank D. Maxwell, lately display manager for Frederick 
& Nelson, Seattle, has opened “The Display Center,” a perma- 
nent exhibit of store equipment and decorations, at 144 
Broadway, New York City. This will afford an opportunity 
to visiting displaymen ‘to see many of the lines essential to 
good window decoration under one roof, as a large number 
of leading manufacturers and importers have placed theif 
exhibits with him. 
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Note the signs of prosperity in the air? 
Things are improving and optimism rules 
for the year. 






There's no better time than NOW to prepare 
for the bigger volume of business—let every Card 
Writer, Sign Painter and Displayman “keep his 
house in good order” with plenty of “supplies” on 
the shelf to use when required. 








Have plenty of “Perfect Stroke’ Brushes on 
hand, too; you'll do a better job . . . you’ll be able 
to help swing the additional trade that should come 
your way. 
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Have you a copy of 
Catalog No. 14? Gives you 
the correct “dope” on what's 
what in brushes and sup- 
plies. for the 
asking—drop us a line to- 
day. 


Qed. 


TRADE MARK REGUS PAT OFF 


BRUSHES aso SUPPLIES 


Copy free 
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126 TO130 DAYTON, 
E.THIRD ST. OHIO. 
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A Little Art for the Cardwriter 


Blossoms and the Colors to Use to Give Them the Touch of Spring 
That the Oncoming Season Will Demand 


By RAY E. DARLIN 
Chicago, Ill. 


T won't be long now until the spring rush be- 
gins, so we might as well prepare ourselves in 
advance to do the kind of cards that will ex- 
hibit the color and refreshing liveliness of the 
new season. We will forget lettering and lay- 
out in this article and confine our thoughts to 

the spring flowers and bright colors that are associated with 
the period. We must remember that the flowers we see are 
not suitable for certain displays, such as hardware tools, 
work shirts, etc., but they work fine with lingerie, frocks, 
hosiery, hats, neckwear, dress goods, and a great many simi- 
lar items. With these items the greater play upon color 
the more assurance the displayman has that he will be 
able to blend his card with the display harmoniously and 
effectively. 

By using a dark card you can get much more variety 
into your color than when. a light stock is used. Midnight 
blue, purple and black are three good colors to use as back- 
grounds. With these stocks one can use plenty of rich spring 
colors, such as light greens, pinks, light magenta, lavender, 
gold, yellow, orange, and touches of white. 

The six illustrations which appear with this article are 
painted on black stock. Beginning with “Poster Rose,” No. 
615 shows a pink flower with very light pink highlights. The 
whole blossom is outlined with red or vermilion. The leaves 
and stems are put in emerald green with a dark green out- 


line around the leaves and through the center of them. The 
small flowers around the stems are light yellow. 

“Lilacs,” No. 616, can be made in shades of purple and 
lavender, lightened with white. The leaves should be in 
emerald green, with a deeper shade of green for the stems. 

You may call No. 617 anything that you like, but they 
are very attractive. These are made in turquoise blue, yel- 
low and lavender, outlined with white. The dots can be 
in some bright color that will harmonize with the others. 
Emerald green leaves outlined with a darker shade of green 
prove embellishing. The stems coming out of both sides 
should be in gold. 

“Violets,” No. 618, are rendered in light turquoise blue 
and light lavender. The spots in the center should be yellow, 
and the small lines coming from the center of the blossoms 
should be in white. Leaves in such a combination would be 
emerald green, and the three rules should be in gold. 

“Small Violets,’ No. 619, in my originals were made in 
magenta and lavender, with a small dot of white in the center 
of each flower. The two stripes were in emerald green. 

“Roses,” No. 620, illustrate a means of making poster 
roses faster and easier. They can be made in pink or very 
light yellow. I did not outline these. I just let thin lines of 
the background separate them. The lines are emerald green. 

In my next article I will show how I use these flowers 
on show cards with a result that is very satisfactory. 





Flowers for Spring Cards Executed by Mr. Darlin—Color Combinations Are Given in His Text 
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(Continued from page 26) 


and composition, but producing practically no tieup between 
the pretty panels and the advertiser’s products. 

Now, here is food for thought for the national advertiser. 
Does he decide upon a display just because an artist shows 
him something beautiful in design and color? Does he be- 
lieve that attraction as a traffic stopper will “put his article 
across?” Does he believe that his elaborate traffic: stopper 
will put the retailer’s window on a profit-making basis? Does 
he depend upon an expensive display to reduce the cost of 
installation? Does he believe that by satisfying the fickle 
eye of the passer a demand, either present or future, is 
created? If the advertiser would think enough of his product 
to occasionally make the round of his retailers before putting 
in his order for display material, I am sure he would im- 
prove his merchandising plan. At any rate, he would not 
be led into the fatal error of ponderous and over-ornate deco- 
rative schemes. 

The selling power of the display window is so tremendous 
that it staggers the imagination, but if the window is wrongly 
used it can disrupt and destroy. Display properly under- 
stood and employed can prove the greatest medium of silent 
salesmanship. The advertiser who believes that pretty and 
ponderous display sets will give his windows pulling power 
that will enable him to cut down the fee that he pays to his 
installers is making a profound mistake. 

And the display service men can give. some serious 
thought to the problem. They have more to do than merely 
install displays. To my mind, there is no man who is in 
better position to be fully informed of conditions as they 
really are in window display advertising than the service 
man. First, he should attend all the gatherings and con- 
ventions where advertisers get together, so that he may get 
a line on their campaign plans. Secondly, through diplomacy 
he can learn the plans that are to be followed and thus pre- 
pare himself to supply valuable information to the adver- 
tiser, when planning material, that may tend to keep down 
waste and distribution costs. Third, he should attend display 
service gatherings, keep in touch with display services from 
all parts of the country and endeavor to foster installation 
service through an exchange of ideas with his fellows. 
Fourth, he should attend local retail meetings for the pur- 
pose of keeping informed on all moves for the reailers’ 
benefit. 

When I begin to dwell upon this subject and realize the 
opportunities within the reach of every service man, I cannot 
escape a sense of great responsibility. Good displays will 
yield greater results now than in previous years. They are 
not only yielding more gross returns, but they are producing 
a better percentage on investment. 





PUT WINDOW ON AD BUDGET IS HARDY PLEA 

Declaring that window display has become a profession 
and that its advertising power had been proved by unchal- 
lengeable tests, Walter E. Hardy, president of the Walter 
E. Hardy Advertising Agency, Chicago, told the Peoria (lIIl.) 
Advertising and Selling Club on January 9 that display 
should be put on the same basis as other forms of advertising 
and should have just as definite a place on store budget. 





TO STAGE CONTEST ON TOILET PRODUCT 

Tyrrel’s Hygienic Institute, Inc., manufacturers of the 
J. B. L. Gaseade, are announcing their tenth annual display 
contest, to be staged during the months of February, March 
and April. Prizes ranging from twenty-five to one hundred 
dollars will be awarded to the contestants who put in the best 
series of windows, consisting of one window each month during 
the period of the competition. Judges will consist of editors 
ol two drug publications and the head of an advertising agency. 


NEW YORK SHOWROOM MOVED 
The Hecht Fixture Co., which for many years maintained 
a display fixture showroom at 16 W. Thirty-first Street, New 
York, has recently obtained more commodious headquarters 
i the heart of the new garment conter at 140 W. Thirty- 
eighth Street. 
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Seven Dollars from 10 Days’ Display 
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The F‘ountain Air Brush 


For Show Card and Sign Writers 
Easy to Handle and Keep in Order 
Ask Any One of 20,000 Users 





Write for Catalog 52D 


Thayer & Chandler 


CHICAGO 








Before Ordering a Valance, Write | 
BRYAN’S, Louisville, Ky. 








Show Card Writers and Window Trimmers 


Mayer Brushes and Moist Water Colors Give Con- 
tinuous satisfaction. We invite your correspondence. 


Address JOSEPH MAYER & CO. 


25 East 14th Street 


New York, N. Y. 
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FABRICS 


—of marked beauty and durability—and Hexter 
Satines, Mohairs, Silk Taffetas, Velvets and 
Chintzes—set off displays to best advantage. 


S. M. HEXTER & COMPANY, Sole Owners 
CLEVELAND, OHIO 
New York Office: 381 Fourth Avenue 


189 West Madison Street 
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PORTLAND, ORE. 
Reported by Olave Ralph, Publicity Director 

The December evening meeting of the Portland Display 
Men’s Club was cancelled owing to the fact that our presi- 
dent, Edmund C. Bechtold, was visiting in the east and most 
of the fellows were too busy at Christmas time to attend a 
meeting. 

On January 16, our regular evening meeting was held. 
After reading the minutes, A. O. Hewitt read the new con- 
stitution and by-laws of our club. After some discussion 
they were adopted. We were more than pleased to have our 
president, Edmund C. Bechtold, with us again and he had a 
great many interesting facts to tell us. He spoke of Mr. 
Stensgaard and the wonderful work he is accomplishing in 
the field of display. The methods of advertising in the east 
were marvels of efficiency, Mr. Bechtold said. He traveled 
as far south as Memphis and New Orleans, and in a great 
many places found the displaymen were not organized. The 
windows in these localities were not up.to standard; in other 
words, where the displaymen aré“not organized they do not 
take as much interest in their profession and.their windows 
reflect this lack of interést. He visited Los Angeles and San 
Francisco and found the fellows down there still talking o 
last summer’s convention. “ss 

The entertainment for the evening consisted of a bajijo 
solo by Herbert Lamb, and Mr. Smidt gave us some sede 
tions from, “Wild Flower” on the piano. Harry Silvers, “of 
Los Angeles, dined with us and brought up best regards from 
the fellows down there. ie 





BIRMINGHAM, ALA. P st 
Reported by Eugene S. Cowgill, Publicity Director ., 

The activities of the Birmingham Display Club have’ been 
spasmodic for the last several months, due to the holiday 
rush and special selling events that have taken up the time of 
nearly everyone in the club. However, since the last report 
a dance was given by our club to members and‘ invited guests. 
This was the first attempt at an entertainmeng¢ of this manner 
since club organization less than a year ago,“and the attend- 
ance was more than pleasing to those in charge, and it was 
at once voiced by members that another such évent be staged 
in the near future. Another very enjoyable evening was made 
possible through the efforts of our president, “The Big Train,” 
wherein about fifteen members and their wives and sweet- 
hearts attended a show at one of our local theatres. Previous 
to attending the theatre the crowd met at one of the newly 
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opened electric and antique shops and were the guests of th 
management, who took much pride in showing us about the 
new establishment. This was also arranged by our president 
The women enjoyed this immensely, but not so the men, 
as they were held in fear at all times that their friend wif 
might suggest the purchase of some antique for her living 
room. You could hardly blame her because of the magnificent 
display. A gathering of this kind hardly seems complete 
without a reading by one of the able supporters of the club. 
So Paul Nesbitt, of Farmer & Cannon Jewelry Co., gave sev- 
eral very fine readings which were very unusual. 

On Thursday evening, January 18, the members met at th 
Chamber of Commerce for the election of officers for th 
following year. The election resulted in the choice of the 
following officers: President, Harry W. Hoile; first vice- 
president, Eugene S. Cowgill; recording secretary, Paul S. 
Nesbitt, Farmer & Cannon Jewelry Co.; financial secretary, 
Kendall Kirby. Mr. Cowgill was named publicity director 
to assist Mr. Nesbitt in reporting meetings. Within a few 
days Mr. Hoile found that addition of new store duties made 
it imperative for him to give up the presidency, and_ thc 
writer, as first vice-president, was named to succeed him at a 
special meeting on February 2. Arthur Scharbel was named 
as vice-president. 

Following the election, a very fine and inspirational manu- 
script from the executive offices of the I. A. D. M., entitled 
“Building a Cathedral,” was read and greatly enjoyed by a!! 
present. The article had to deal with the value of associa- 
tion work and brought home the work necessary by each 
member to make it a success. A motion was made to write 
the officers of the [. A. D. M. and compliment them. 





DAYTON, OHIO 
Reported by Everett Quintrell, President 
The monthly meeting of the Dayton displaymen was held 
in the dining room of the Elder & Johnston Co., Wednesday, 
January 11, at twelve o'clock. 

, During the meeting we had the pleasure of having with 
us, Brooks Harmon, secretary of the Retail Merchants’ Asso- 
ciation, who outlined the plans of the Ready-to-Wear Asso- 
ciation for a spring opening week, February 16, 17 and 18. 
It was decided at this meeting that all windows would be 
closed on February 15 and not unveiled until six. o’clock in 
the evening, at which time the public would be invited to 
come and see them. 

We also made plans for the observance of Art .Week, 








Members of the Sharon (Pa.) Association of Display Men at Their Dinner on January 4 
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which starts Sunday, February 12. The men all pledged their 
support and cooperation in helping to make this the huge 
success that it was last year. 





BATTLE CREEK, MICH. 
Reported by W. A. Bergy, President 

The Battle Creek Display Men’s Club meeting on January 
27 saw completion of organization and the election of a state 
of officers replacing the temporary roster chosen several 
weeks ago. With selection of these men we are under way 
in very good shape. The new officers are: President, W. A. 
Kergy; vice-president, Howard Waite; secretary, R. A. 
Minear; treasurer, J. W. Hoogerhyde; membership com- 
mittee, R. Smith; publicity, Cecil Craw; program, L. A. 
(oodman. We have sent in our application for a charter. 

At this meeting we took under consideration preparations 
ior Spring Window Night, an event heretofore handled by 
our merchants’ association but delegated to us as the result 
of our organization. This was a very timely happening and 
proved a wonderful means of instilling “pep” in the boys. 
We have planned a real piece of dramatics for the evening, 
which is scheduled for March 15, and we plan to “put the 
celebration over with a “bang.” We are also planning a 
“bosses” night, to be held in the very near future . 





TOLEDO, OHIO 
Reported by A. J. Ritter, Publicity Director 

Noonday club luncheons, discontinued during December, 
were resumed January 10 and are going strong. On Janu- 
ary 16, President Flint called a meeting for election of 
officers preceded by a dinner. The results of the election 
were: William Flint, Jr., president, re-elected; Walter Wer- 
ner, vice-president; Art Wagner, secretary and treasurer, re- 
elected; Edward Devlin, Wm. Whitcomb, E. Crabb, trustees. 
Mr. Flint requested committeemen and assistants to remain 
in charge until the new appointments were announced at the 
meeting, February 20, when the monthly social event will 
take place, a real treat according to committee forecasts. 
It will mark the opening of Don Shasteen’s new studios, 
where the majority of club meetings will be held hereafter. 

At the luncheon February 7, we had as guests Mr. Mabley, 
of the Fisher Display Service Co., and Mr. Fralich, of the 
Erie Paint & Paper Co. A twenty-minute discussion was 
devoted to “What Effect Has Modern Display Art on Deco- 
ration Today.” 





TORONTO 
On Tuesday, January 17, the Toronto Display Men’s Club 
put on a big educational night to “whoop it up” for the forth- 
coming I. A. D. M. convention to be held here in June. 
Demonstrations of display work in various lines of merchan- 
dise were put on by competent displaymen. 
A special committee, under the direction of N. L. Birrell, 
has been named to enlist the aid of traveling men in spread- 
ing the news of the 1928 gathering. 





OMAHA, NEB. 
’ Reported by Frank Fiala, Secretary 

lection of officers was the principal business before the 
Omaha Display Men’s Club at their session on January 18 
at the Hotel Rome. When the votes were counted it was 
found that Harry Plambach, of the Orchard & Wilhelm Co., 
had been elected president. He is one of the oldest members 
of the profession in the city, having been engaged in window 
display for about thirty years. Herb Lawrence, of Herz- 
herg’s, was named as vice-president, and the writer was re- 
elected as secretary and treasurer for another term. 





MADISON, WIS. 
At a meeting of the Madison Association of Display Men 
at the Park hotel on the evening of January 23, L. Blair, a 
Protessor at the University of Wisconsin was named as pres- 
ident. E. J. Stephenson, of the University Cooperative Co., 
was elected vice-president, Lawrence Ryan, F. W. Karsten 
Co., secretary, and E. Thompson, Kessenich’s, treasurer. 
_ Extensive plans were made to.make 1928 the greatest year 
I the history of the association. 
(Continued on page 79) 
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‘‘From Kindergarten to 
Kollege’’ in Show Cards 


Read These Articles in February 
SIGNS OF THE TIMES 


“Good Layouts the Result of 
Practice." By H. C. Martin. 


“Genius May Dream But Labor 
Achieves.”’ By Dick Igou. 


“Fred Kerwer, New York Artist.” 
By R. E. Brenner. 


‘“‘Abe Einson Commissioned to 
Letter Esterbrook Ads.’’ 


‘Sign News From London, Eng- 
land.’”’ By Edward N. Golds- 


man. 


“Show Cards Sell Merchandise 
for Druggists.”” By C. T. Fryk- 
man. 


“Get Away From Superfluous 
Phrases.’’ By Chatles H. Fry. 


“Joe Sneed Passes Up Water 
Color Racket.”” By H. F. Voor- 
hees. 
“Sound Method of Estimating 
Process Displays.’”” By C. W. 
Ross. 











SUBSCRIBE NOW 
SIGNS OF THE TIMES, Cincinnati, Ohio 


Headquarters for Literature on 
Sign and Card Writing 


SUBSCRIPTION ORDER BLANK 

SIGNS OF THE TIMES, Cincinnati, O. Feb. 1928. 
Enclosed find $3.00, for which send me SIGNS OF 
THE TIMES for one year. ($3.50 in Canada.) 
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Joseph Apolinsky, Loveman, Joseph and Loeb, Birming- 
ham, Ala., has been setting a mighty fine example of high- 
class displays both from an artistic and_ sales-producing 
standpoint, since the opening of Birmingham’s new million- 
dollar Alabama Theatre. The reason for this is the fact 
that the new theatre is directly back of Joe's store on the 
Third Avenue side, and Joe is taking advantage of the in- 
creased traffic on this side of his store, also appealing to the 
better class that this theatre draws, which is evidenced by 
the fine displays being installed each week. Through the 
ever increasing population and the metropolitan aspect that 
the city is developing, merchants are realizing the importance 
of the value of “dressing up” their store fronts. 





With the removal of Stanley Bullard to Ironwood, Mich., 
to go into business for himself, the post of manager of the 
Walker department store, Beatrice, Neb., was left vacant. 
Earl P. Kleppinger, display manager, was then advanced to 
this position, retaining supervision of the windows but dele- 
gating trimming to an assistant. As a result, Mr. Klep- 
pinger has disposed of his display service, heretofore operated 
in addition to his store activities, and will confine his atten- 
tion to his new tasks. 





Edmund C. Bechtold, president of the Portlant Display- 
men’s Club and erstwhile advertising and display manager 
for a Portland furniture concern, has blossomed out as an 
advertising agent and has launched the firm of Edmund C. 
Bechtold and Associates, American Bank Building, Port- 
land. His organization also handles display accounts. 

Max Firin, a pioneer displayman, and at one time a 
leader among show card writers of the west coast, will go 
to Arizona shortly in an effort to improve his health, if 
plans of his friends materialize. Stricken three years ago 
and gradually waning in strength, he has borne his illness 
bravely despite approaching destitution. Los Angeles dis- 
playmen, learning of his plight, are reported to be raising 
funds to assist him. 





B. B. Mettler is handling displays for the Slipper Shop, 
Dallas, Texas, at the Dallas Shop as well as the branch at 
Fort Worth. Having no space at Fort Worth to devote to 
construction of displays, he is obliged to make up his ma- 
teria! for that store and transport it across the country forty 
miles. How's this for fortitude? 





Clyde E. Ostman, display manager for Wood Bros., Los 
Angeles, haberdashers, executed an unusual Christmas win- 
dow that excited considerable comment. It was made up with 
a black oil cloth over the entire background and silver cloth 
drapes on each side. A wreath of aluminum and tin foil, 
mounted on a half-round frame, was the centerpiece. 





British displaymen are not enthusiastic over the project 
of sending a delegation to the forthcoming I, A. D. M. con- 
vention at Toronto. The distance and expense of the trip 
constitute the chief objections. 





A. R. Wagoner, for twenty-three years in charge of dis- 
plays for the A. T. Lewis & Son Dry Goods Co., Denver, 
Colo., died suddenly on December 22, while at a physician’s 
office. He had been suffering from a weakened heart since a 
recent attack of influenza. He was forty-five years old. 





B. J. McShane is the new advertising and display man- 
ager for Mayer Bros., Lincoln, Neb. He was formerly at 
Hammond, Ind. 








Earl Furman, display manager of Caheen Bros.,- Birming- 
ham, Ala., has been installing some very clever merchandise 
displays. Just recently for one of the store's special selling 
events, with every department represented, Mr. Furman did 
the unusual and displayed only a few of the items on sale, 
and in the center of the display placed a huge book and 
upon the double pages itemized the different merchandise 
and departments, in which it could be found. This, by the 
way, was a $1 Day event. In this manner he told the public 
of all the merchandise on sale, but at the same time gave 
more attention to the merchandise on display, making it 
appear that the values were unusual rather than at a price. 
Therefore, from all appearances, Mr. Furman is selling his 
firm that a special sale can be put on and results obtained 
without cramming the windows full of merchandise. 





Maxwell Griest, display manager of the A. J. Freiman, 
Ltd., department store, Ottawa, Ont., has resigned his post 
after service of seven years and will make his home at Erie, 
Pa. His successor has not yet been appointed. 

January 13, “Friday the 13th,” proved a “hoodoo” day 
for Eugene S. Cowgill, display manager for J. Blach & Sons, 
Birmingham, Ala. While playing handball at the local 
Y. M. C. A. gym, he suffered a broken finger. 








Besides handling his run of duties at the Union Store, 
James F. Brischo finds time to serve as secretary of the 
Columbus (Ohio) Display Club, and, in the meantime, push 
the manufacture and sale of a new projector to model show 
cards. Incidentally he found time in January to raise a club 
of subscriptions for the DISPLAY WORLD. 





George M. Allen, who has been display manager for the 
Leopold Adler Co., Savannah, Ga., has accepted a similar 
position with Lebeck Bros., Nashville, Tenn. 





Floyd Ruthroff, display manager for the Crews-Beggs Dry 
Goods Co., Pueblo, Colo., has just made a trip to Chicago 
and New York in quest of ideas for his firm's fortieth anni- 
versary. 





Stewart Jester, display manager of’ Kline’s Cincinnati 
store, is reported to have been chosen as an assistant to Dan 
Hines, new director of displays for the Stewart-Warner Cor- 
poration, Chicago. R. Whiteman, his assistant, will succeed 
him. 





Perry Hunsicker, for several years secretary of the I. A. 
D. M., has been appointed advertising manager and assistant 
merchandising manager for Brown Bros., Inc., Cleveland, 
furniture and apparel house. 





E. D. Napier, display manager for the H. C. Meacham 
Co., Fort Worth, Texas, was the recipient of many com- 
pliments on the use he made of crystal in his Christmas win- 
dow. A reindeer, which was used as the principal figure, was 
given a glittering appearance by loads of crystals hanging 
from horns, head and flanks. 





George Wihlborg, formerly with Worth’s on Thirty-fourth 
Street, New York City, has returned to the metropolis, after 
a sojourn in the south, and is now supervisor for displays in 
the Worth stores of New York, Brooklyn, Newark, and Hart- 
ford, Conn. 


Paul Hamlin, lately in charge of displays for Neustadt’s, 
LaSalle, Ill., has accepted a position as display manager for 
Charles W. Hamiel, Dayton, Ohio. 





Febru 


7 





—_ 


DISI 
CAR 
Ten 

( ugh 
ing a 
clatec 
house 
high- 
partir 
ences. 


Ca 


(a 





FD 


\n o 
money 
presen 


WI? 








doz., pos 
and sews 
1924. Fit 
shoes wo 


South Be 





ee 
—— 


The je 
was held 
The purp. 
Michigan 
ing were 
of honor 
the I. A. 
Buffalo, ct 

A fine - 
to seventy 
their guest 
of ent, rtai 

During 
accom pani¢ 
attendance 
able for th 

Preside: 
tral introd 
'Or associa 
Pledging th 











February, 1928 










es 


ie@ pecmattnlionene ite 


When Wanted 





DISPLAY WORLD 








6) 


a. : 9 
Positions Wanwd Dor Sale Wanted tw Buy 





















































DISPLAY MANAGER AND WANTED SHOW CARD OUTFITS 
l ? x THE SHOWCARDER supplies the inex- 
CARDWRITER AVAILABLE One Assistant Display Manager perienced with the newest up-to-date 
i Ten years experience. Thor- who knows how to handle windows for ps nage og Rory oe ee 
3 . . e e: P . s . I s ave k vledge ’ s . > ’ Ss. 
C oughly qualified ” merchandis Sr cihdvoamiae cals a ele. aiade tanetien No complicated scaling systems, no un- 
° ino and decorating. Now asso- displays; must be capable of taking charge mecenensy weight. Patented March 16, 
Se . ial of entire job and handle crews in absence 1926. Adopted by leading chain store sys- 
C ciated with eastern specialty of display manager, Mr. Hoile. Some one ae " — ee Pant ick 
: : “ . ho has b assistant in large depart- outhts tormerly used. “‘Pai or itse 
€ house. Desires connection with ee eS ee a, ae ee many times over,” ‘Turns out signs as 
t high-grade men’s shop or de- fifty thousand will find this a wonderful good as a professional.” “Easily surpasses 
pe. > opportunity. Moderate salary at start. my old outfit in style and speed. I get 
‘ partment store. Excellent refer- Write full details of past experience, low- pose xanga oneees = re aoe 
s . entahic start, age, etc. asking for em—thanks to my 10W- 
d ences. RES SETTING NENT, SUS. SAF carder.” Folder explains everything. Write 
Address “M. W. H.,” Address CHARLES MILLER, we 
~ ce > . . . . : . ® "es 
Care DISPLAY WORLD The Pizitz Store, Birmingham, Ala. University at La Salle St. Paul, Minn. 
n, ’ 
st tgp Prete od maneteey, Salesmen 
e, and Selling Agencies, we have a very at- 
FIXTURE SALESMEN ANIMATED SHO-CARDS teaetion proposition to aioe in re needing 
’ A sho-card with a balance-wheel motion, of our complete line of quality window 
: : a free and graceful swing. easy to read. pcmecend = store a te Paden Pai- 
LY \n opportunity to make big A great attraction. No motors or gears. ticulars oe Tne Cu sre _— rd aoe 
i ° . : : Operation appears mysterious. Attach to Dioiay Fi e We gg . 
S, money in conjunction with your 110 volt A. C. current. Mounted on plain emer : — orks, 232-240 Main St., 
al ~ : turned base, mahogany finish. Made in mcinEgaAte, a 
present work. State territory.. four sizes, each furnished with six cards. 
Cards are, easily ar wr $4.50 for the 
14-inch card size; $6.00 for the 20-inch; : 
WINDOW DECORATIVE $12.00 for the 28-inch; and $28.00 for the 36- eae Sea Sete, Sebeaes 
2) inch. Write for blue-print of Spadco Os- a apne — re. eee 
he WORKS, cillatoe ‘Model C Good Condition from the Leading Depart- 
G S ment Stores of the New York City zone. 
sh . Gr treet isi palaces 
as 10S ; — aes Specialty Advertising Device Co., Metropolitan Display Fixture Service 
et Baltimore, Md. 1101 S. Third St., Evansville, Ind. 32 E. 10th St. New York City 
Tel. Styvasent 9910 
he FOR SALE—WALTERS’ FIT-RITE AND WANTED DISTRIBUTORS WANTED 
lar STA-ON WINDOW SOCK FOR DECO- In all of the large cities to handle our 
RATORS. Made of heavy fleece-lined One aggressive display man in each city leading canvas-covered factory forms. 
Jersey cloth, 75c pr., $4.25 half doz., $8.00 to sell the Quincy Line of Window Dis- Liberal commission to capable men. Forms 
doz., postpaid. An elastic band is ‘taped play Fixtures. Liberal commission. fully guaranteed as to shape and measure- 
ry and — in the ria rag — 20, ments. List prices on demand. 
’ 1924. Fits over any shoe. rder by size i Wor s : 
co FB | stocs worn...’ WALTERS, Mtr.“ 220 — ae | lee ee 
ni- South Benton Way, Los Angeles, Calif. Q ’ : y 
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or- (Continued from page 77) 

eed DETROIT, MICH. 

Reported by Merrill F. Long, Secretary 


aa rhe January meeting of the Detroit Display Men’s Club 
und, was held in the Hotel Statler on the evening of the ninth. 


The purpose of the meeting was to formulate plans for the 
Michigan State Associated Clubs. The visiting clubs attend- 
- ing were Port Huron, Sarnia, Toledo and Flint. The guests 
| of honor were President Stensgaard and Secretary Rogers of 


om- * * a ~ 
tins the I A. D. M., and Clement Kieffer, of the Kleinhans Co., 
wit Buffalo, chairman of the I. A. D. M? executice committee. 


al A fine Statler dinner was served promptly at seven o'clock 
y ‘0 seventy-eight alive and very enthusiastic displaymen and 
their guests, eighty-nine being present to enjoy a meeting full 


urth Ol ent.rtainment and educational features. 

rfter During the dinner hour Finzel’s Orchestra furnished music, 
rs in accompanied by the Variety Boys, radio singers, and the entire 
lart- attendance doing their “stuff” with many familiar songs suit- 


able for the occasion. 

President Weaver called the meeting to order with a gen- 
‘ral introduction, and went into a_ brief outline of the plans 
‘or associated clubs. A letter was read from Battle Creek 
bledging their support with a newly formed club preparing to 





dt’s, 
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get into action. Also a letter was read from the Board of 
Commerce of Mt. Clemens, expressing their wish to cooperate 
by assisting to get a club started in that city. ‘ 

Mr. Weaver explained the benefits that could be received 
through associated club efforts in our own state, and what it 
would do for the International Association, first by increasing 
the membership from our state in the I. A. D. M.: second, 
strengthening our association with more active local clubs and 
giving the displaymen in our smaller towns which do not have 
clubs an opportunity to receive the benefits or our meetings 
and educational features. It was pointed out, too, by Mr. 
Weaver that such a program as was being presented to our 
membership was only made possible by associated efforts, that 
it was quite impossible for our club to expect such educa- 
tional speakers from the I. A. D. M. unless cooperation was 
shown by the clubs. 

Following an interesting few minutes’ talk on club promo- 
tion a response was given by six new members making appli- 
cation to the Detroit Club and one to the Port Huron Club. 

Following a short business session, Mr. Frank Whitelam, 
of the R. H. Fyfe Shoe Company, was introduced as educa- 
tional director of the Detroit Club and master of ceremonies 
of the evening. 

Mr. Whitelam outlined the Detroit Club educational pro- 
gram for 1928, and later introduced Mr. F. Schussler, super- 
intend<nt of the People’s Outfitting Company, who gave an 
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interesting short talk on “The Display Window as the’ Boss.” 

Mr. Whitelam then introduced Mr. Stensgaard, and it is 
needless to say that he received a great ovation. President 
Stensgaard’s talk was on what the I. A. D. M. is and what it 
is actually doing for its membership. 

Our I. A. D. M. secretary, Mr. Rogers, was then intro- 
duced as one of the founders of the Detroit Club, and. like 
President Stensgaard, was given a good reception. 

Following this most interesting talk by Secretary Rogers 
Clement Kieffer, chairman of the I. A. D. M. executive com- 
mittee, was introduced. Again an immense greeting was ex- 
tended to our guest of honor. 





METROPOLTAN DISPLAY MEN’S CLUB 
Reported by V. W. Sebastian, Publicity Director 


The monthly meeting of the New York Club, held Febru- 
ary 6 at the Murdison Studios, World Tower Building, 110 
West Fortieth Street, was so interesting and enjoyable that 
one member said it was worth more than his annual dues. 
It was preceded by a dinner provided by Harry Galloway, 
local Murdison manager, and a gifted amateur magician, 
who has appeared before many display clubs. To brighten 
the occasion he illustrated his ability with a number of stunts 
in a large illuminated “dummy” window. A demonstration 
by Walter F. Wehner, Brill Bros., revealed some of the ideas 
that have won him note as a men’s wear trimmer. 

The membership committee, headed by W. G. Sheill, D. M. 
Reid & Co., Bridgeport, Conn., proved progress with seven 
new members, including Mrs. Polly Pettit, display manager, 
Gorham Mfg. Co., Fifth Avenue silversmiths, our first lady 
member; J. Arthur Topham, Steiger-Poole Co., Bridgeport, 
Conn.; Joseph B. Gibbons, Oppenheim-Collins Co.; Eugene 
Supple, D. M. Reid & Co., Bridgeport, Conn.; H. John Kris- 
teller, Schenker Figures, Inc.; Samuel Fenster, display man- 
ager, Fifth Avenue Dry Goods Co., Brooklyn, N. Y.; Ralph 
S. Bartlett, McLellan & Merrill, Inc., Cambridge, Mass. 

Installation of officers, conducted by I. Strahs, former 
executive board member, and reports on the forthcoming 
annual ball at the Hotel Pennsylvania concluded the session. 





VANCOUVER, B. C. 
Reported by P. K. Sangster 


The Vancouver Display Men’s Club is a veritable beehive 
of activity as preparations are made for the Pacific Coast 
Display Men’s convention to be held in the exquisite ball- 
room of the Vancouver Hotel in September. 

The Ways and Means Committee is doing its utmost to 
raise funds and has arranged a series of dances, the first, “A 
Night in China,” held in the Peter Pan ballroom, “going over 
with a bang. “A Night in Loveland” will be observed on 
February 15. 

At the club’s last election ahe following were elected: 
Walter Rimes, president; Tommy Elrick, vice-president; Les. 
Osborne, secretary; Harold Shattuck, treasurer. 





PHILADELPHIA 
Reported by H. H. Rosen, Secretary 
Members of the Philadelphia Association of Display Met 
at their first annual dinner, January 31, paused to express 
their sympathy to John Gibbons, of the Snellenburg & Co. 
display department, whose father recently died. 


CHICAGO 
Dan Hines, who succeeded President Stensgaard to the 
head of the display division of Stewart-Warner Corporation, 
Chicago, was elected president of the Chicago Display Club 
at the recent election meeting held at the Hotel Shermar. 
Joesph H. Marshall, retiring president of the Chicago 
Display Club, was elected treasurer of the club. 





PORT HURON, MICH. 
Reported by J. W. Forbes, Secretary 
The Port Huron-Sarnia Club has under way a unique 
dance for February 15 that will be different from anything 
held here before. 
new clubrooms. 


Proceeds will be used in furnishing out 
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TRADE-MARK REGISTERED 





tells its 
own story 





beautifully recolors faded window 
rugs, velours, valances, drapes, mats, etc. 





Rug-Nu Is Easy to Use and Worth Using 


Here is a new, scientific discovery that makes 
it possible for you to recolor your faded and 
worn window rugs, velours, valances, mats and 
draperies. Saves time and expense. Do it to- 
night, use them tomorrow. Anyone can do it, 
and in a remarkably short time; no experience 
necessary. Have the store porter give you a 
helping hand. 


You do not need to take them out of the win- 
dow. Just brush it on, using an ordinary scrub 
brush for carpets and a paint brush for velours. 
By simply brushing Rug-Nu into the pile you 
get a beautiful, permanent, absolutely sunfast, 
fade proof color, without boiling or dipping. 


“F2U). Corporation 


6 West Randolph St. Dept. D Chicago, Ill. 








One pint bottle is sufficient for twenty (20) 
square yards. The price is $3.50 per pint; 
$36.00 per dozen, plus postage. Your selection 
of twelve beautiful colors: black, blue brown, 
gray, green, mulberry, red, rose, taupe, violet, 
wisteria yellow. 


Transparent, does not obliterate the original de- 
sign; can be used on figured carpets, uphol- 
stery, etc. 


Rug-Nu Corporation, 
6 West Randolph St., Dept. D, Chicago, Ill. 


Please send generous sample RUG-NU...................... 
color, with complete instructions how to apply. 
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====Mail This Coupon Today for Sample--=" 
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SEVENTH 
WINDOW DISPLAY CONTEST 


$1,000.00 in Cash Prizes will be awarded by Associated Men's Neckwear Industries, Inc., for 
the best “SPRING NECKWEAR WEEK” window displays of CUT SILK NECKWEAR and in 


addition each prize winner will receive engraved certificate of award. 




















: FIRST PRIZE $250.00 ? 
20 P SECOND PRIZE 200i 150.00 ? P 
rizeS SIX PRIZES, EACH OF... : 50.00 Yizes 
TWELVE PRIZES, EACH OF 25.00 








Rules Governing Contest 


Open to all merchants and displaymen in the Unitea States and Canada. No entry blanks to fill out—Your 
photograph is your entry. . . 
: Send us a photograph of any neckwear -window display that. you install for SPRING NECKWEAR WEEK prior 
to midnight, March 3ist. : 
The display must be of cut silk neckwear and carry a card or descriptive matter directing the attention 
of street observers to SPRING NECKWEAR WEEK. ' 


If you make more than one SPRING NECKWEAR WEEK display send a photograph of each one made and 
thus increase your chances of winning a -prize,but-—nocontestant will be awarded more than one prize. 


Your name and address and that of your store must bé plainly written or printed on the back of each 
photograph submitted. Photographs should be preferably not smaller than 6” x 8”, suitably packed and mailed 
flat—-not rolled—to the Association. 

The firm name, if it appears on the window or on display cards in the window, must be eliminated either 


before taking the picture or from the photograph after it has been made. Any photograph that has been re- 
touched or colored, other than herein described, will be eliminated from the Contest. 


The closing date of the Contest is APRIL 14th. All photographs. must be received at Headquarters, ~ 
432 Fourth Avenue, New York City, prior to or on the morning of that day for consideration. 


The SPRING NECKWEAR WEEK Window Display Contest Committee will appoint three or more unbiased 
impartial judges who are not directly engaged in the tie silk or neckwear business. Their awards will be 
made upon attractivenes, originality, decorative effort and salesmanship shown in arrangement of the merchan- 
dise. Names of judges selected will appear in the March issue of the trade paper in which you are reading 
this announcement. 

If the judges are unable to decide between two or more windows in the same class, the full cash prize 
for that class will be awarded to each of the tied contestants. He 

Prize winning contestants will receive direct by mail notice of their success. All other contestants are 
referred to the trade magazines that will carry the story of the Contest in their June issues. 

All photographs of window displays winning a prize will be retained by the Association for purposes- of 
reproduction in magazines and other news print mediums for publicity. 

Contestants in submitting photographs for consideration give and assign to the Association the right to. 
use for its own purposes, reproductions of any original design or construction of SPRING NECKWEAR WEEK 
card, message or set that may appear in said photographs. : 


BE SURE TO SEND IN A PHOTOGRAPH OF YOUR DISPLAY—IT MAY WIN A VALUABLE CASH 
PRIZE FOR YOU. 


Address all photographs and communications to 


ASSOCIATED MEN'S NECKWEAR INDUSTRIES 


INCORPORATED 
432 Fourth Avenue, New YorR 




















